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Rough Proofs 


If Will Rogers doesn’t look out, 
his comments on the disarmament 
conference may land him the Demo- 
cratic nomination for president of 
the United States. And then what 
would Will do? 


vvy 

Rough Proofs is willing to give its 
support right now to the sage of 
Claremont, Okla. The only thing 
against him, politically, is that he 
thinks common sense and says what 
he thinks. 


vvy 

“The Kroehler Mfg. Company, Chi- 
cago or Stratford, Ont.” 

Depending on the weather? 

vvwegy 

ADVERTISING AGE is going to con- 
duct a contest to decide on an official 
definition of “advertising” for inclu- 
sion in the Standard Dictionary. 
And then what? 


vvweegy 
_ The main trouble with advertising 
right now, in the belief of some of 
its most eminent practitioners, is 
that for a lot of people it’s just an- 
other word in the dictionary. 
vvwgy 


A thriving Chicago enterprise is 
entitled, “The Favorite Nut Com- 


?\ pany.” 


Who’s your favorite nut? 


vv? 

No, Myrtle, Basil T. Church, the 
_ new head of the Chicago Advertis- 
, | ing Council, does not restrict his ac- 
‘) tivities to the religious press. 

* 


+ 2.9 

Gil Hodges looked slightly worried 
when he was broadcasting a speech 
to Leeds, England, according to the 
Picture published in ADVERTISING AGE. 
Maybe he was thinking of the trans- 
atlantic telephone tolls. 


7 2 F 


\y ) New England increased its shoe 


output 6.8 per cent in 1931, suggest- 
jing that Old Man Depression had a 
lot of us out hustling for the gro- 
jceries. 


vvy 
| “How much do you estimate was 
paid for talent by advertisers?” the 
chains have been asked by the Fed- 
‘eral Radio Commission. For some 
reason “talent” was not put in 
quotes. 


~_- = 


The Detroit Adcraft Club con- 
ducted a bridge tournament, which 
was won by a well-known agency ex- 
ecutive. Without further explana- 
tion, it may be assumed the game 
was contract. 

vvwegy 

Pantry Maide jellies will be offered 
to the housewife without identifying 
labels on the jars, thus creating a 
fine new talking-point for the adver- 
tising. But can they make the story 
stick? 

vvy 

Buffalo advertising men had 
trouble with “tintinnabulation” in 
their recent spelling-bee. That word 
should be in the vocabulary of every 
publicity expert, for it describes the 
music of the successful advertiser’s 
cash-register. 


7 Pug 

Lured by H. Armstrong Roberts 
photography, advertisers are going 
in for illustrations of spankable 
babies, thus supplying a new and in- 
teresting picture of the skin you love 
to touch. 

Cory Cun. 


ONE CAMPAIGN 
TOO SIMPLE SO 
ARROW STARTS 


Bids Adieu to Leyendecker 
Collar Man 


New York, Feb. 4.—On the theory 
that the eye skims lightly over read- 
ing matter that seems like yester- 


This illustration suggests that the 
shirt shrunk too far. 


day’s news, Cluett, Peabody & Co. 
will run seven separate and distinct 
campaigns at the same time in 12 
mediums during the first half of 
1932. 

The appropriation of $350,000 is 
the same as last year’s, but it will 
be stretched to include 20 million 
more circulation by elimination of 
certain luxuries. 

Saying farewell for the time being 
to the Leyendecker Arrow Collar 
man, who glorified the collar of a 
different era, the manufacturers have 


(Continued on Page 14) 


SUIT FOLLOWS 
PRIZE CONTEST 


Memphis, Tenn., Feb. 4.—The an- 


swer as to what unsuccessful par- 
ticipants in prize contests think 
about is given in part by a $2,500 
suit filed here. 


Sue Clay Coleman, 19, is the plain- 


tiff. She alleges she should have 


won first prize in a radio contest con- 


ducted by Charles H. Phillips’ Chemi- 
cal Co., New York. 

Miss Coleman alleges she compiled 
381 three-letter words out of “Phil- 
lips’ Milk of Magnesia,” while the 
winner of the contest was able to 
devise only 176 words. Announce- 
ment of the contest constituted a 
contract with the public, her suit al- 
leged. 


Chicago, Feb. 5.—Though the wea- 
ther man was at first blamed for re- 
ducing attendance 10 per cent at the 
32nd Chicago Automobile Show this 
week, exhibitors later swung to the 
conclusion that he had done them 
a good turn. 

Inclement weather kept mere sight- 
seers at home and confined atten- 
dance chiefly to those possessing a 
grim determination to discover just 
what all the excitement was about. 
While complete sales reports will not 
be available for some time, optimis- 
tic advance figures were given. 

Oldsmobile reported an increase in 
sales of 110 per cent over 1931. This 
is not as far out of line as might be 
conjectured, in view of the buying 
mood of Chicagoland as indicated by 
a sensational increase in Cook 
county registrations in January. 

Newspapers’ automotive lineage 
for the first five days of the show 
was slightly over 260,000, compared 
with 283,000 a year ago. Most of 
the dailies gave the show a running 
start with special automobile sec- 
tions describing improvements in 
cars and cuts in prices. 


The Question Mark 


The Ford shadow was in evidence 
in Chicago, as at the New York show 
last month. The certainty that Ford 
will compete in more than one pop- 
ular price class multiplied the num- 
ber of manufacturers who must take 
Ford into account. Many heretofore 
heedless of Ford competition decided 
to withhold some of their advertis- 
ing ammunition until Ford announce- 
ments in March. 

In the meanwhile, the industry 
turned an attentive ear toward a 
rumor that Ford has rented Madison 
Square Garden, New York, for the 
week of March 7. 


Manufacturers’ determination to 


restore the good old days is believed 
to herald further small price re- 
ductions in the spring. 

The Automobile Show was fea- 
tured by plenty of attention-attract- 
ing stunts—too many, according to 
some manufacturers, who allege the 
affair is becoming a theatrical com- 
petition instead of an automobile 
show. They will take their com- 
plaints to the powers in charge. 

Chrysler was an enterprising ex- 
hibitor, operating a model factory 
for DeSoto and a natural history 
sound film for Dodge. 


Special Attractions 


The model factory was advertised 
in Chicago newspapers with a spe- 
cial invitation to bring the children 
to see the world’s most expensive 
and educational toy. After filling 
show dates, the model and a duplicate 
will be routed among distributors. 
The spieler in charge pauses fre- 
quently to remind spectators of De- 
Soto superiorities. 

Studebaker’s turn was a male 
monologist, starring in the breaking 
ot a square of safety glass. He was 
assisted by two pretty girls on whom 
spotlights played as they manip- 
ulated easel cards. 

The clatter of breaking glass 
echoed throughout the Coliseum, 
making the exhibit the cynosure of 
all eyes. 

Reo’s attraction was a demonstra- 
tion of aero-dynamics, which em- 
ployed a wind tunnel and automobile 
models to show how Reo streamlin- 
ing conserves power. 

Hudson entertained with a work- 
ing model of the Startix which visi- 
tors were permitted to operate them- 
selves. 

Cadillac starred an engaging 
blonde, who demonstrated a stripped 
chassis without saying a word. 


director of Amos Parrish & Co. 


Last Minute News Flashes 


Outdoor Companies in Reciprocal Deal 


Chicago, Feb. 5.—General Outdoor Advertising Company has sold its 
Baltimore interests to P. & H. Morton Co., taking the latter’s place in 
Washington, D. C., and nearby cities. 


Lichtenberg Joins Amos Parrish & Co. 
New York, Feb. 5.— Bernard Lichtenberg has become an associate 


New Bill Would Bar Sunday Radio Advertising 


Washington, D. C., Feb. 5.—Representative Amlie, Wisconsin, has in- 
troduced H. R. 8759, which would bar all radio commercial announcements 
on Sunday, permitting only the name of the sponsor to be broadcast. 


Postoffice May Issue Rural Mailing List 


Washington, D. C., Feb. 5.—The Postoffice Department is considering 
helping advertisers by publishing lists of*rural routes, with the number of 
postoffice boxes served by each, for use in blanket mailings. 


Acct to Preserve Confidence in Printed Word 


Attendance Falls 
Bat Sales Increase 


At Automobile Show 


SIX PRACTICES 


BANNED BY CODE 
OF ADVERTISING 


Major Associations Support 
New Credo 


New York, Feb. 4—Featuring 
“leaders” in such a way as to cause 
the public to believe all other mer- 
chandise sold by the advertiser is 
similarly low-priced, when this is not 
a fact, is one of six practices banned 
by a new advertising creed adopted 
by the Committee on Unfair Practices 
in Advertising and Selling of the 
Affiliated Better Business Bureaus, 
Inc., at a meeting here. 

Competitive copy is also barred, 
while a salvo is fired against claims 
of underselling competitors. 

Since officers of the three major 
advertising associations are members 
of this committee, the new code has 
the authority of organized advertis- 
ing behind it. 

The new credo is aimed at adver- 
tising which may have: 

“The capacity or tendency to under- 
mine public confidence in advertising 
announcements or other selling rep- 
resentations generally; 

“The effect of injuring unfairly the 
sales or good will of a competitive . 
product or service.” 

The Committee on Unfair Practices 
in Advertising and Selling succeeds 
the Committee on Predatory Prac- 
tices. Flint Grinnell, manager of the 
Chicago Better Business Bureau, con- 
tinues as chairman. 


Associations Represented 


Included in the personnel are Gil- 
bert T. Hodges, president, Advertis- 
ing Federation of America; John Ben- 
son, president, American Association 
of Advertising Agencies; Bernard 
Lichtenberg, chairman executive com- 
mittee, Association of National Ad- 
vertisers; W. A. Sheaffer, Sheaffer 
Pen Co., Fort Madison, Ia.; and Fred- 
erick Gruen, Gruen Watch Co., Cin- 
cinnati. 

Charles H. Tuttle, former United 
States Attorney, will act as the com- 
mittee’s counsel. 

The six points in the code are as 
follows: 

(1) MISLEADING ADVERTIS- 
ING: The use of, participation in, 
publishing or broadcasting of any 
untrue, deceptive, or misleading state- 
ment, representation or illustration 
in an effort to sell any merchandise, 
service, security or any property or 
thing of any kind is an unfair and 
uneconomic practice. 


(2) UNFAIR COMPETITIVE 
CLAIMS: The use of, participation 
in, publishing or broadcasting of any 
statement, representation or implica- 
tion which might be reasonably con- 
strued to lead to a false or incorrect 
conclusion in regard to the goods, 
prices, service or advertising of any 
competitor or of another industry is 
an unfair-and uneconomic practice. 

(3) DISPARAGEMENT OF COM- 
PETITORS: The use of, participa- 


tion in, publishing or broadcasting of 
any statement, representation or in- 
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ADVERTISING AGE 


February 6, 1932 


sinuation which disparages or at- 
tacks the goods, prices, service or ad- 
vertising of any competitor or of any 
other industry is an unfair and un- 
economic practice. 

(4) UNDERSELLING CLAIMS: 
The use of, participation in, publish- 
ing or broadcasting of any statement 
or representation which lays claim 
to a policy or continuing practice of 
generally underselling competitors is 
an unfair and uneconomic practice. 


Bait Offers Unfair 


(5) “BAIT” OFFERS: The use of, 
participation in, publishing or broad- 
casting of “bait” offers of merchan- 
dise wherein the prospective cus- 
tomer is denied a fair opportunity to 
purchase is an unfair and uneconomic 
practice. 

(6) DECEPTIVE STATEMENTS 
ACCOMPANYING CUT PRICES: The 
use of, participation in, publishing or 
broadcasting of statements referring 
to cut prices on trade-marked mer- 
chandise or other in such a manner 
as to lead the public to believe that 
all other merchandise sold by the 
advertiser is similarly low priced 
when such is not the fact, is an un- 
fair and uneconomic practice. 

A number of local managers of the 
Better Business Bureau and the fol- 
lowing are members of the Commit- 
tee on Unfair Practices in Advertis- 


bes hum p,” “ F ool,” 


Copy Invectives 


New York, Feb. 4.—“Cough, 
you chump, it’s all your own 
fault,” remarks a character in 
the current Listerine adver- 
tising. 

“What a fool she is,” com- 
ments Bristol-Myers copy on 
Ipana toothpaste. “Time for 
the movies—no time for her 
gums.” 


ing and Selling of the Affiliated Bet- 
ter Business Bureaus: 

W. T. Grant, W. T. Grant & Co.; 
Major B. H. Namm, Namm Store; 
Joseph H. Appel, John Wanamaker, 
New York; Lew Hahn, Hahn Depart- 
ment Stores; Samuel Weissenburger, 
Frederick Atkins Co.; D. C. Keller, 
Dow Drug Co., Cincinnati; Frank 
Neely, Rich’s, Inc., Atlanta; Frank M. 
Mayfield, Scruggs - Vandervoort & 
Barney, St. Louis; Thomas J. Mc- 
Fadden, manager, Unfair Competition 
Bureau of Paint & Varnish & Lac- 
quer Industries, Washington, D. C.; 
Charles Wesley Dunn, New York. 


Schneider Moves 


Joseph Schneider has joined the 
Wallace Bassford Studios, St. Louis. 


a vi 
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Breakfast No. 3 Read: 


Rolls, ham and coffee... .. 


—and that came nearest to what he 


wanted 


—ONLY HE WAS OFF COFFEE 


Life’s like that 


—You'd understand if you ever 
scheduled an advertising campaign 
for say the A prospect field 


—TheABCDE magazine might mildly 


interest you 


—but chances are you'd hop to the 
publication which a-la-cartely had 
cleared out for you all the C pros- 
pects; and the D’s; and the little E’s 


E. M. Alexander, appointed pub- 
lisher of the New York Graphic by 
Bernarr Macfadden 


ONLY 2 KINDS 
OF CAR COPY— 


BOTH BAD: PEEL 


Chicago, Feb. 4.—L. G. (Roy) 
Peed, general sales manager of the 
DeSoto Motor Corp., who spoke to- 
day before the Chicago Advertising 
Council, believes automobile copy is 
suffering from too much Detroit. 

“There is a kind of in-breeding in 
automobile copy,” he said. “Most of 
it is produced in Detroit, and much 
of it is turned out by the same copy 
men, The result is that it has be- 
come stereotyped and is afflicted 
with a quality of sameness that 
deadens the interest. 

“There have been two schools of 
thought in the automobile copy-writ- 
ing field. One put the picture at the 
bottom and the logotype at the top, 
and the other put the picture at the 
top and the logotype at the bottom.” 

The introduction of entirely new 
features into DeSoto copy this year 
has produced an enlivening effect, he 
explained. The use of famous per- 
sonalities brought in a new touch, 
and the advertising is really being 
read with interest. 

“Do it differently,” is Mr. Peed’s 
suggestion for automobile advertising 
and sales promotion. 


Discuss Marketing 
at Packaging Meet 


A survey and discussion of “The 
Machine Age and Its Relation to 
Marketing” will feature the confer- 
ence on consumer marketing to be 
held March 7-12 at the Palmer 
House, Chicago, by the American 
Management Association. 

The Wolf competition for the best 
package has been opened to all pack- 
ages, regardless of the date de- 
veloped. 


Wilson Bros. Expand 


Wilson Bros., Chicago, have bought 
an interest in Wamsutta Mills, New 
Bedford, Mass., and Morris Wilson 
has become a director of Wamsutta. 
Wilson Bros. added a number of lines 
under the Wamsutta name last 
spring. 


Shoemaker with Agency 


A. C. Shoemaker, former branch 
manager for the Dictaphone Corp., 
has joined the Albert Evans Adver- 
tising Agency, Fort Worth, Texas. 


Start Oil Paper 


Texas Oil and Gas Conservation 
Association, Fort Worth, has started 
publication of The Conservationist as 
a semi-monthly. 


Outdoor Man Honored 


Tom Nokes, secretary of the Out- 
door Advertising Association of 
Pennsylvania, Johnstown, has been 
appointed chairman of the commit- 
tee on public information of the new 
Greater Pennsylvania Council. 


Give History 
of Advertising 
Over Network 


New York, Feb. 4.—Advertising 
history was both made and traced 
Saturday evening, Jan. 30, when The 
Blackman Company, by invitation, 
provided the fourth of the “America 
at Work” programs sponsored by the 
National Broadcasting Company. 
This series dramatizes some phase 
of industry each week. 

Development of advertising from 
the first piece of copy, carved on a 
stone to cry the virtues of an Egyp- 
tian king, to modern research and 
creation of publication and radio pro- 
motion for a client, was portrayed. 

Early distribution methods were 
reflected by one of the passages in 
the dialogue, concerning efforts to 
sell the fourth joint of a sheep, until 
which the sheep could not be killed. 

Mark Wiseman, partner of the 
Blackman Company, said advertising 
has simply been the commercial re- 
sponse to curiosity about the results 
of national inventiveness. 

“Advertising has not been created 
by industry and commerce,” he said 
—‘you who are listening today have 
created it. And if your curiosity did 
not want it, if you did not respond 
to it, it could not exist a week 
longer.” 


Bristol and 
Cherington to 
Assist Thomas 


New York, Feb. 4.—Lee H. Bristol 
and Paul T. Cherington, notables of 
the advertising field, have consented 
to serve on the jury to select the 
best definition of advertising in a 
contest sponsored by ADVERTISING 
AGE, 

Entries should be sent to Don 
Thomas, executive secretary of the 
All-Year Club of Southern California, 
1151 S. Broadway, Los Angeles, Cal., 
who is chairman of the contest com- 
mittee. The contest runs to March 
31, giving advertising men almost 
two months to think it over. 

Mr. Bristol is vice-president of the 
Bristol-Myers Company and presi- 
dent of the Association of National 
Advertisers, having served so bril- 
liantly that he was re-elected at the 
annual meeting in Washington in 
November. 

Dr. Cherington was formerly direc- 
tor of research for the J. Walter 
Thompson Company and is now a 
consultant. He is president of the 
recently formed American Marketing 
Society. 

The addition of these experts to 
the jury has stimulated interest in 
the proposal to give dictionaries and 
advertising men themselves an accu- 
rate, usable definition to describe the 
function of advertising. 


Winthrop & Company 
Add Mail Division 


Winthrop & Co., New York agency, 
has added a direct mail division in 
charge of Arthur A. Starin. He has 
been with the Stirling Press, Peck 
Advertising Agency, and others. 

Among the agency’s accounts are 
Margaret Brainard, Inc., New York; 
Bureau of Feminine Hygiene, Gynex 
Corp., Walters Toggery and Park- 
Vanderbilt Apothecary. 


Dowd Offers Service 


Jack Dowd has formed New Eng- 
land Merchandisers, Inc., at Boston, 
with a field force of 25 salesmen 
who will cover drug, grocery and 
candy retailers 12 times a year. 


Florsheim Nets $647,000 


The Florsheim Shoe Co., Chicago, 
earned $647,447 in 1931, in addition 
to acquiring 2,658 shares of preferred 
stock for retirement. 


Appoint Albert Frank 


U. S. Line Co., Westfield, Mass., 
fishing lines, has placed its advertis- 
ing with the Boston office of Albert 
Frank & Co. 


TAX ON SIGNS 


IS ADVOCATED 
INN. Y. STATE 


Called Wedge for Tax on All 
Advertising 


New York, Feb. 5. — Following 
presentation to the New York 
Legislature Monday night of a plan 
calling for a State tax on outdoor 
advertising, Outdoor Advertising, 
Inc., issued a statement asserting 
this is the opening wedge for a tax 
on all forms of advertising. 

The proposed outdoor tax will ap- 
ply to all signs except those on one’s 
own premises and advertising one’s 
own goods, and signs of less than six 
feet square. The plan was submitted 
by the New York State Commission 
for the Revision of Tax Laws, of 
which Senator Seabury C. Mestick 
is chairman. 

The plan, as outlined, follows the 
general lines of the New Jersey tax 
on outdoor advertising, which has 
been in effect for more than a year. 


“Economic Mistake” 


Outdoor Advertising, Inc. said such 
a tax would be a serious economic 
mistake and that if “this first step 
is allowed to go unchallenged and 
unprotested, the same legislative 
force will surely not be blind enough 
to leave untouched the vast reve- 
nues, amounting to nearly a billion 
dollars a year, spent by advertisers 
in newspapers, magazines, direct 
mail and radio.” 

The proposed New York tax would 
assess a tax ranging from 3 cents a 
square foot for signs let's than 200 
square feet in area to 3 cents for 
the first 200 square feet, 6 cents on 
the second 200 and 9 cents on the 
remainder, where signs are 401 
square feet and over. In addition a 
license fee of $100 is proposed for 
each company engaged in maintain- 
ing such signs. 


Radio Commission 
Would Hold Rates Down 


In an effort to eliminate traffic 
in radio licenses and hold advertis- 
ing rates to a reasonable level, the 
Federal Radio Commission will re- 
quire applicants for licenses to sub- 
mit a sworn statement of details of 
every transaction. 

The commission said there has 
been considerable speculation in 
license permits. 


China Bought More 
U. S. Goods in 1931 


China held the distinction of being 
the only country to buy more Amer- 
ican goods in 1931 than in 1930, ac- 
cording to the Department of Com- 


merce. 

United States exports to China 
last year were valued at $97,888,000, 
compared with $89,605,000 the year 
before. 


Agency for Insurance 


Fairall & Co., Des Moines agency, 
have been appointed by the Iowa 
Mutual Tornado Insurance Associa- 
tion and the Employers Mutual Cas- 
ualty Co. They are also directing 
the 1931 campaign of Iowa Mutual 
Insurance Companies, using news- 
papers. 


Form Sales Group 


Associated Publishers’ Representa- 
tives, with associates in 16 cities, has 
been formed in Baltimore to handle 
the advertising of The Clubwoman, 
official organ of the General Federa- 
tion of Women’s Clubs, and other 
papers. 


Bishop Buys Station 


R. S. Bishop has bought Station 
KFJZ, Fort Worth, Texas, and placed 
Clyde Kraft, late of KTAT, in charge. 


Ullman Moves 


Roland G. E. Ullman, Philadelphia 
agency, took larger quarters in the 
Bonbright building Feb. 1. 
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48007” INCREASE IN 32 YEARS 
D &M forges ahead with The DEALER 


Tue May, 1900, issue of Sporting Goods DEALER car- 
ried an early advertisement of the Draper-Maynard Com- 
pany—a quarter page. Now in the February, 1932, issue 
The DEALER carries 12 pages in two colors for Draper- 
Maynard—The D & M Sportfolio. Those are plain facts! 
a 4800°% increase in 32 years with one advertiser. * * * 
Why? The DEALER, first publication in its field, has 
consistently maintained its position. The DEALER leads 
because of the confidence placed in it by America’s out- 
standing retailers and manufacturers. Retailers back The 
DEALER as a result of our constant work in improving 
trade conditions, advocating sound business practices and 
fighting trade evils. In addition to this, The Dealer’s 
Buyers’ Service Department, answering thousands of in- 
quiries every year, has become the primary source of infor- 
mation in the sporting goods field. Leading manufacturers 
back The DEALER because of its maintained high quality 
circulation. All distribution figures are proved by Ernst 
& Ernst accountants; waste circulation is eliminated. * * * 
You buy reader-confidence, buyer-acceptance, certified 
high-quality circulation and dominance of the sporting 
goods market when you buy The DEALER! 


THE SPORTING GOODS DEALER 


—READ BY BUYERS WITH REAL BUYING POWER 


NATIONAL MAGAZINE OF THE SPORTING GOODS TRADE 
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Publicity and Progress 


The final disposition of the Union 
Carbide Company case, in which the 
company decided to withdraw its re- 
quest for agency commissions, is an 
interesting sequel to the discussion 
of the situation which followed the 
publication of the facts in ADVERTIS- 
ING AGE. 

The publicity given to the issue 
thus raised as to the desirability of 
operating a house agency resulted 
in such widespread discussion that 
instead of the matter being handled 
as a detail of advertising department 
practice, it became a question of 
company policy. 

We believe the company, while en- 
tirely sincere and above-board in pre- 
senting its original position, made 
a correct decision. The policy it has 
affirmed, of placing direct without 
commission, and of expecting com- 
missions only on business placed 
through a recognized advertising 
agency, seems to us to be fair to 
everybody concerned, including pub- 
lishers and agencies. 

While its decision does not dispose 
of the general question of what to 
do with house agencies, it does make 
clear that in the opinion of a great 
business institution it is unwise to 
depart from established trade prac- 
tices and to attempt to get better 
treatment in the matter of rate than 
other companies similarly situated 
are able to obtain. This, it seems 
to us, is the crux of the whole ques- 
tion involved in the operation of 
house agencies. 


+ + 


ADVERTISING AGE published the 
news regarding the Union Carbide 
situation in the performance of its 
function as an advertising news- 
paper. No other publication was 
sufficiently interested, or thought the 
matter sufficiently important, to 
comment upon it until weeks after 
the advertising world had been in- 
formed of the facts in the columns 
of the National Newspaper of Ad- 
vertising. We believe the final re- 
sults, including a change of policy 
by the company, are the best justifi- 
cation for the frank treatment of 
the situation, on the basis of its 
value as news, by ADVERTISING AGE. 

After all, isn’t this the correct way 
to promote progress in advertising? 
Can the advertising business, any 
more than any other field, go ahead 
unless the facts regarding important 
situations, in which basic questions 
of policy are involved, are presented, 
thus assuring discussions based on 
actual conditions, and decisions 
which rest on an intelligent percep- 
tion of the facts as they exist? 

ADVERTISING AGE believes the ultra- 
conservative editorial policy which 
has become characteristic of some 
sections of the advertising press is 
a definite handicap to the accelera- 
tion of progress. A Pollyanna atti- 
tude, insisting that whatever is, is 
right, is pleasant to read about, no 
doubt, but ADVERTISING AGE prefers 
to deal with realities. The advertis- 
ing business cannot afford to emu- 
late the ostrich. 


+ 


The" Basic Sales Problem of 1932 


The sales resistance which many 
leading industries are confronted 
with at present is of a peculiar char- 
acter which is especially hard to at- 
tack and overcome. It is based on 
a desire to conform to the general 
state of the public mind with refer- 
ence to extravagance of expenditure, 
both public and private, and to avoid 
any untoward display of prosperity 
out of keeping with the general con- 
dition. 

In this respect it is a good example 
of what James W. Young, professor 
of advertising at the University of 
Chicago, has graphically called “so- 
cial pressure,” and the area within 
which it is operating at present is 
nation-wide. If advertising men can 
find a way to reduce the extent of 
the pressure now being exerted 
against purchase of goods classified 
in the luxury field, they may develop 
a method which will be effective in 
many other similar situations. 

The automobile industry, one of 
the most aggressive in its cour- 
ageous attack on 1932 markets, and 
one which is using advertising in 
volume as a basis for the promotion 
of sales, is peculiarly subject to the 
kind of sales resistance to which ref- 


erence has been made. Many people 
who would like to buy new cars un- 
doubtedly feel that parking a new 
bus in front of the family residence 
would be considered undue ostenta- 
tion at this time. A great many have 
expressed themselves to this effect. 

One of the ways in which this 
frame of mind is being approached 
is with the argument that the auto- 
mobile industry is responsible for 
the employment of millions of people 
directly and indirectly concerned 
with the manufacture and mainte- 
nance of motor cars. When a man 
buys a new car, it is pointed out, 
he is contributing in a very effective 
way to the fight on unemployment. 

After all, however, it may be that 
the direct attack, by means-of the 
presentation of really tempting offer- 
ings, from the standpoint of price 
and value, will prove to be the most 
powerful antidote to the spirit of 
excessive thrift based on motives of 
social conformity. In the meantime, 
efforts to create a more favorable 
attitude toward buying, by industries 
which are feeling the effects of self- 
imposed denial of the better things 
of life, will be watched with real in- 
terest. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


347. Presenting a New Rate Card 
and Explaining Needlecraft’s 
two Year Plan. 


This is Needlecraft's own story of 
its 10 per cent rate reduction and a 
brand new type of space discount. 
It starts out with a recital of how 
the magazine revised its circulation 
methods with such startling success 
that it decided to extend the new 
plan to the advertising department. 
In other words, advertisers who help 
Needlecraft simplify its selling job 
are rewarded with an extra discount. 


348. A $100,000,000 Depression-Proof 
Market. 


The title of this booklet is justified 
by the fact that the stores are op- 
erated by Uncle Sam, apd the cus- 
tomers are on his payroll. There 
are 937 United States Government 
Sales stores, handling everything 
that their clientele may require, 
which is often nationally advertised 
merchandise. The publisher is the 
Bay State Mailing Service, Boston. 


344. Making Snoopee in the Small 
Towns with George D. Mit- 
chell. 


This is a reprint, in thumb-nail 
style, of a recent address by the 
managing editor of The Pathfinder, 
before the magazine group of the 
Advertising Club of New York, with 
comments by some of those present. 
Mr. Mitchell was kidding part of the 
time, but there was enough dyna- 
mite and horse sense in his address 
to make it interesting and valuable 
hearing and reading. He does take 
up some cudgels in behalf of the 
small-town market, but his statis- 
tics, if any, are far from wearisome. 
Better send for a copy. 


345. Interviewing by Telephone. 


Arnold Research Service here lays 
down 11 situations in which tele- 
phone interviews can be used to ad- 
vantage. It recites seven other cases 
in which telephone interviews should 
not be used. The cost of calling by 
telephone is rarely greater than by 
mail and may be less, the booklet 
asserts. 


332. The Collegiate Salesman. 


The Collegiate Special Advertising 
Agency has issued this up-to-the- 
minute list of college papers, indi- 
cating the name of each, where pub- 
lished, the enrollment at each insti- 
tution, and frequency of issue. The 
list includes 735 college newspapers, 
101 humorous college papers, 37 col- 
lege dailies, and suggested combina- 
tion groups. 


301. Measuring Farm Coverage. 


This is one of a series of promo 
tion pieces issued by The Farm 
Journal. It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 
they already have heavier coverage 
of city than of country families and 
desire to balance their advertising. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the lo- 
cal dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have _ really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


A LEGITIMATE COMPLAINT 


"Why is tomorrow's paper so late?" 
—Chicago Daily News 


Voice of the Advertiser 


Chicago Agent Gives 
Views on Lethrate 

To the Editor: It would certainly 
be convenient if the “expensiveness” 
of magazine space could be reduced 
to a mathematical formula, for all 
the space buying could then be done 
by a bright office boy figuring “‘Leth- 
rates” on a slide rule, and media- 
department executives would have 
more time to play golf. 

Anyone who has ever worked in 
the physical sciences, and had to 
measure quantities like “resistivity” 
in units like “ohms per square milli- 
meter per meter,” knows how ex- 
tremely simple by comparison are 
the physical measurements of the ad- 
vertising business. 

But there are no formulas in the 
handbook, unfortunately, for decid- 
ing the argument between the large- 
page publisher who tells you that 
your 42-line electro in his book is 
every bit as valuable as 42 lines on 
a smaller page, and the small-page 
publisher who declares “a page is a 
page, my boy—it gets the attention, 
no matter whether it’s 224 lines or a 
thousand.” 

Mr. Lethen’s formidable mathe- 
matical terms sift down to an allega- 
tion that the eternal truth is half- 
way between the two claims—or, 
stated accurately, that the geometri- 
cal mean between the milline-rate 
and the page-thousand rate is a fair 
measure of the cost of all magazine 
space. 

And the sad finish is that about 
all an advertiser can say is, “inter- 
esting, if true’—and turn back again 
to the hard job of finding the best 
buys in the space market, with such 
small help as he can get by compar- 
ing the milline and page-thousand 
costs of all promising candidates. 

Harris K, RANDALL, 
Chicago. 


vvwy 
Only One Rate for 
Each Unit in McCall’s 

To the Editor: Under the heading, 
“Eight Magazines Report Gains for 
1931,” the Jan. 23 issue of ADVERTIS- 
ING AGE carried this line: 

“McCall’s $8,341,444* $7,714,618.” 

Explaining the asterisk, this note 
appears: “Indicates rate increase 
which may show higher than actual 
revenue because of old contracts still 
in force.” 

The rate increase referred to there, 
went into effect October, 1930, and 
had been announced in June, 1929. 
Of all advertising which has ap- 
peared in McCall’s since the middle 
of 1925, there has never been an 


issue published in which advertisers 
using the same space were paying 
different prices for it. 

If there are any other magazines 
following this procedure I do not 
know of them, but McCall's rate 
changes have, since 1924, always 
been made far enough in advance of 
the issue in which they become effec- 
tive so that all advertisers in that 
issue and subsequent ones pay the 
same price for the same _ space, 
whether black and white, color page, 
or broken space. 

DOoNALD S. Roor, 
Promotion Mgr., McCall's 
New York. 


, 9 JF 


An Alert Reader 


To the Editor: I notice on the en- 
velope containing the last issue of 
ADVERTISING AGE that you have 
biocked out the U. S. Postage Notice 
in the corner of the envelope. 

I am wondering if there is some 
change in the regulations which we 
are not aware of, which would make 
it preferable to replace our permit 
notice on mailing pieces. 

W. R. HENDRICKS, 
Adv. Megr., Brown & Williamson, 
Tobacco Corp., Louisville, Ky. 

(Editor’s Note: The change was 
made because ADVERTISING AGE is 
now entered as second-class matter, 
a division from which advertisers 
are barred unless their publications 
have paid circulation.) 


. = 


Truth About Copy Cub 


To the Editor: Thank you for 
publishing my letter to you. Since, 
two replies have been received trom 
manufacturers interested in the Pasa- 
dena sales agency of my friends. 

Tell Copy Cub his column gets 
better and better; so much so that 
I find myself envying him his fol- 
lowing without knowing the true 
facts of the matter. It’s just likely 
that I’m the only one who reads it. 
That ought to keep his hat the right 
size. 

I didn’t say that ADVERTISING AGE 
“knows all and sees all” as he re- 
ported; I said that I have the “feel- 
ing” that ADVERTISING AGE knows all 
and sees all. And “feeling” accounts 
for but 1.5 per cent of sales, while 
“smell” registers 3.5 per cent—that’s 
something to think about. 

Seriously, I think you may be in- 
teresting in knowing that I regard 
some of your articles so highly that 
I quote directly from ADVERTISING 
AGE to many of our advertisers. 

KENYON IviE, 
Pasadena, Calif. 
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MAKE 6TH STUDY 
OF NEWSPAPERS 


New York, Feb. 4.—The American 
Association of Advertising Agencies 
has issued the Buffalo Newspaper 
Reader Survey, an analysis of over- 
lapping in the circulations of Buffalo 
newspapers and of the incomes of 
their readers. 

This is the sixth survey of the 
kind, others having been made in 
New York, Detroit, Washington, Bos- 
ton and St. Louis. Nine others, in 
cities of over 450,000, are projected. 
The Buffalo survey was financed by 
the three newspapers of that city, 
the Courier-Express, News and Times. 

Information was obtained by 5,800 
Personal interviews. Each family in- 
terviewed was classified by occupa- 
tion of earners and rental value of 
the home into one of six income 
groups. 

The survey will be sold “to those 
who can properly use it” for $10 a 
copy. 


Agency Has Record Year 

The Cramer-Krasselt Co., Mil- 
waukee, increased 1931 billing 28.15 
per cent over 1930, it reports. 


General Mills 
Is Introducing 
New Bisquick 


Minneapolis, Minn., Feb. 4.—Gen- 
eral Mills, Inc., started a newspaper 
campaign this week on Bisquick, a 
ready-to-bake biscuit. The same type 
of product was recently introduced 
by a Southern milling concern, but 
important changes have been made 
by General Mills. 

Instead of being ready to place in 
the oven, the General Mills product 
comes in the form of a flour. It must 
be mixed with milk or water, rolled 
out and cut into biscuit form before 
being baked. The price is 35 cents 
for enough mixture to produce 90 bis- 
cuit. The competing biscuit sells for 
about one cent each. 

An offer of a biscuit pan for every 
package top is helping the introduc- 
tory campaign, handled by Blackett- 
Sample-Hummert, Inc., Chicago. Sen- 
sational response is reported by the 
company. 


To Advertise Gloves 


The Robbins & Pearson Co., Co- 
lumbus, O., has been appointed by 
the National Glove Co. 


CANADA GETS 29 
ACCOUNTS; MORE 
STAY IN U.S.A. 


New York, Feb. 4.—The tendency 
of some American advertisers to ap- 
point Canadian agencies to direct ad- 
vertising in that country was stressed 
this week, when Hudson-Essex of 
Canada, Ltd., confirmed appointment 
of the Ronalds Advertising Agency, 
of Toronto and Montreal, to handle 
Canadian advertising. 


Erwin, Wasey & Co., New York, ex- 
pressed satisfaction over this devel- 
opment, explaining they had reached 
an agreement with the Ronalds 
Agency by which the advertising 
would be unified and co-ordinated. 
Erwin, Wasey & Co. handle Hudson- 
Essex advertising not only in the 
United States, but in other parts of 
the globe. 

According to Marketing, Toronto 
advertising paper, 29 big American 
advertisers have employed Canadian 
agencies in the last two yéars, about 
50 continuing to have their United 
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AFTER 


THE NEW ENGLAND MARKET 


THIS YEAR IT WILL PAY 


TO CONCENTRATE ADVERTISING 


AND SELLING EFFORT WHERE 
POPULATION HAS THE GREATER 


PURCHASING 


POWER 


6l/2 %o 
7/2 So 
8% 
8!/2 %o 
I 3/2 So 


of the 


a_ rich, 
market. 


New England Today 


yy A of the Bh Bis (Com- 


of the population (Over 8 
million customers) 


of the retail sales (Success- 
ful retailers) 


of the wealth (Better-than- 
average standards) 


income 
spending money) 
of the bank deposits (Good 
credit—Twice as good) 
he vi 
17/2 W/ ° S Saeasteule 5 bil- 
lions as of June 30, 1931) 
WHAT A MARKET! 


Here's 1932's best opportunity— 
ready and responsive 


Gasoline Sales 
(More 


(Reserve 


TODAY... 


in every factor that indicates Buying 
Power the New England Market 
ranks FAR AHEAD, when compared 
with the country as a whole! 


AHEAD... 


by surprising percentages (late 1931 
data) in each of the following: 


Gainful Workers 

Retail Purchases per Family 

Building Construction—Both 
Residential and Total 

Life Insurance Sales 

New Car Sales 


Department Store Sales 

Income per Capita 

Income Taxes per Family 

Bank Deposits per Capita 
—(Over 2 to |) 

Savings per capita—(2!/, 
to |) 


And New England business failures decreased 5.6% 
in 1931 while the country had 8.6% more failures. 


WRITE... 


now for latest detail data—helpful — explicit. 


NEW ENGLAND 
DAILY NEWSPAPER ASSOCIATION 


16 Norwich Street, Worcester, Mass. 


THE SUN RISES FIRST IN NEW ENGLAND 


GETS HUDSON 


—————— 


William P. Tuttle, president of 
Ronalds Advertising Agency, 
Toronto. 


States agencies place Canada adver- 
tising. 

In the first classification are Amer- 
ican Lead Pencil Co., American Steel 
Co., Bauer & Black, Bon Ami Co., 
Campbell Soup Co., Carter Medicine 
Co., Certain-Teed Products Co., Cox 
Gelatine Co., Cream of Wheat Co., 
Dictaphone Co., Eagle Pencil Co., 
Eberhard Faber Pencil Co., H. J. 
Heinz Co., International Silver Co., 
Libby, McNeill & Libby, Maytag Co., 
Northam Warren Corp., Parker Pen 
Co., Pepsodent Co., Pond’s Extract 
Co., Rit Products Corp., Scott’s Emul- 
sion Co., and others. 

Among those relying exclusively on 
United States agencies are Elizabeth 
Arden, Bristol-Myers Co., Bulova 
Watch Co., Canada Dry Ginger Ale, 
Champion Spark Plug Co., Coca-Cola 
Company, Frostilla Company, Fuller 
Brush Co., Gillette Safety Razor Co., 
Holeproof Hosiery Co., Lambert Phar- 
macal Co., Lehn & Fink, Seiberling 
Rubber Co., E. R. Squibb & Co., 
Studebaker Corp. of America, Three- 
Minute Cereal Co., Wm. Wrigley, Jr., 
Co., Chrysler Corp., Ford Motor Co., 
Forhan’s, Ltd., and many others. 


Erwin Wasey & Co. 
Shifts Foreign Staff 


L. W. Weddell, for six years man- 
ager of the London office of Erwin, 
Wasey & Co., has been transferred to 
New York as special representative 
of all European offices. His assist- 
ant, Chester R. Vail, has been trans- 
ferred from New York to London. 

Gerald S. Peacock, formerly man- 
ager of the Paris office, has succeeded 
Mr. Weddell at London. J. R. E. 
Guild of the Paris office becomes 
manager at Brussels, succeeding Ber- 
nard Staley, who takes charge at 
Paris. 


Canada Dry and 
R. C. A. Join A. N. A. 


Canada Dry Ginger Ale and the 
Radio Corporation of America, both 
of New York, have been elected to 
membership in the Association of 
National Advertisers. 

They will be represented by C. L. 
Landon, vice-president and director 
of advertising, and Glenn I. Tucker, 
manager of the public relations de- 
partment, respectively. 


Homecoming Day Held 
By Los Angeles Club 


The Advertising Club of Los An- 
geles held a homecoming day Feb. 2 
at the Hotel Ambassador, special en- 
tertainment being sponsored by the 
Firestone Tire & Rubber Co. 

Advertising men from other parts 
of the coast hiked South for the big 
occasion. 


Rename Denhard Agency 

Charles H. Denhard & Co., New 
York, has become Lenhard, Pfeiffer 
& Wells, Inc. J. C. Pfeiffer, vice- 
president of the old agency, is presi- 
dent; William H. Wells, secretary; 
and Charles H. Denhard, vice-presi- 
dent and treasurer. 


Appoints Tyson 
Van Blerck Marine Engine Corp., 
Newark, N. J., has placed its adver- 


tising with O. S. Tyson & Co., New 
York. 


COUNCIL HEARS 
OF LETHRATE, 
NEW PROJECTS 


Chicago, Feb. 3.—The Western 
Council of the American Association 
of Advertising Agencies, which met 
here yesterday, heard Edward F. 
Lethen, Jr., Rhodes & Leisenring Co., 
explain the Lethrate, his new method 
of comparing rates of publications 
with pages of different sizes. 

This was described in the Jan. 30 
issue of ADVERTISING AGE 

While the Council did not officially 
pass on the merit of the Lethrate, 
individual members predicted it will 
prove helpful. 

The remainder of the session was 
devoted largely to discussion of de- 
tails of the proposed standard con- 
tract, which has been in preparation 
for some months, and of the new 
project of assembling condensed 
newspaper data for each city. The 
work will be divided among member 
agencies and use of the reports will 
be confined to the association. 

Final draft of the new newspaper 
data sheet was completed, and mem- 
bers were assigned cities to cover. 
The reports will be particularly com- 
prehensive on premium and forced 
circulation, the plan being to arrive 
at the exact figure of such circula- 
tion and list it without explanation 
of how obtained. 


Newspaper Salutes 
Motor Industry 


The Cleveland News sponsored a 
civic luncheon in honor of the auto- 
mobile industry Jan. 30, which was 
attended by 1600 persons, including 
the Governor, the Mayor and promi- 
nent business leaders. 

Richard H. Grant, general sales 
manager of General Motors Corpora- 
tion and Bugs Baer were the prin- 
cipal speakers. 

Charles F. McCahill, business man- 
ager of the Cleveland News planned 
the project as a send-off to the Cleve- 
land Automobile Show. 


Shector to Direct 


Baltimore Promotion 


Louis E. Shector, of the Baltimore 
Advertising Club, has been named 
director of a commission to direct 
an all-star football game in Balti- 
more Dec. 10. 

The idea was conceived by the 
Baltimore Advertising Club as a 
civic promotion. Mr. Shector is offer- 
ing $100 for the best poster adver- 
tising the game. 


Norton Joins Lambert ; 
Succeeded by Prigmore 


John S. Norton, vice-president in 
charge of sales of the Agfa Ansco 
Corp., New York, will leave Feb. 29 
to become vice-president in charge of 
sales of the Lambert Pharmacal Co., 
St. Louis. 

He will be succeeded by George D. 
Prigmore, western manager. 


Brennan Starts Agency 


Frank Brennan has opened a re- 
tail agency in the Century Bldg., 
Milwaukee. He was formerly adver- 
tising manager of the Schuster 
stores. 


Death Takes Kirby 


William B. Kirby, for 40 years 
publisher and editor of the Bridge- 
ton (N. J.) Evening News, died Feb. 
1 in his 71st year. 


“Who’s Who” Sells Space 


“Who's Who in Government,” New 
York, is offering advertising space in 
its 1932 edition, Louis Charles Rosen- 
berg being advertising director. 


New Work for Bauer 


Byrne Bauer has resigned as vice- 
president of Harold D. Frazee & Co., 
New York, to take the same office 
with the Lewis-Waetjan Agency. 


Nesbitt Wilcox Moves 


Nesbitt Wilcox has left Outdoor 
Advertising, Inc., New York, becom- 
ing a special representative of the 
Criterion Advertising Co. 
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ADVERTISING AGE 


A. N. A. SECRETARY 


Paul B. West, appointed secretary- 
treasurer and managing director 
of the Association of National Ad- 
vertisers, New York, following the 
resignation of Albert E. Haase, 
who will head a new company now 
being formed. Mr. West has been 
advertising manager of the Na- 
tional Carbon Co. 


SHORTENING I$ 


RE-CHRISTENED 
IN COAST DRIVE 


(Picture on Page 16) 


Los Angeles, Cal., Feb. 4—To avoid 
trade-mark complications, Swift &Co., 
Chicago, have renamed Parfay, their 
“blended shortening” for cooking, 
Formay, and started two campaigns 
under the personal direction of G. R. 
Cain, advertising manager. 

Since Formay was introduced in 
California 16 months ago under an- 
other name, the California advertis- 
ing has a double task—that of in- 
forming the public, not too abruptly, 
of the change of name and of cement- 
ing its allegiance to the product. 

This will be accomplished by fea- 
turing motion picture stars in the ad- 
vertising. Lila Lee and others will 
aver that the Swift product is always 
good under any name. 

Thirty-three newspapers will carry 
294 large-space advertisements. The 
Happy-Go-Lucky radio campaign will 
be heard twice weekly; painted bul- 
letins will be used in a six months’ 
outdoor campaign, while a wealth of 
dealer helps are being provided. 

Meanwhile, Washington and Oregon 
will also be opened, with national 
distribution the goal. Since these 
two states provide virgin territory, 
the company will have to do no back- 
tracking. The same mediums, includ- 
ing trade papers, will be used. The 
newspaper copy will feature the en- 
dorsements of Jean Bovet, chef of 
the Olympic Hotel, Seattle; Charles 
G. Turner, Benson Hotel, Portland, 
and five others. 

Swift’s new blended shortening is 
marketed in a new type, convenient 
one-pound carton and 1, 2, 3 and 6- 
pound tins. It is snowy white, 
creams and mixes instantly, is bland 
and flavorless. Its keeping qualities 
are said to be remarkable, a wide 
variety of tests producing no sign of 
rancidity. Swift & Co. recently 
erected a $2,000,000 refinery here. 

The campaign is handled by the J. 
Walter Thompson Co. 


Advertising Men Get 
Business Bureau Posts 


Herman Nater, vice-president of 
the Bank of America and past presi- 
dent of the Advertising Club of Los 
Angeles, was elected treasurer of the 
Los Angeles Better Business Bureau 
at the annual meeting. 

On the directorate are N. S. Hol- 
lis, Los Angeles Record; Elliott C. 
Hensel, Los Angeles Illustrated Daily 
News; O. D. Leas, Los Angeles Ex- 
aminer; I. R. Smith, Los Angeles 
Times. 


Gifts of Stock Help 
Sales of Used Cars 


The Car Shop, Des Moines, Ia., 
is giving from 5 to 75 shares of stock 
with every used car purchase. Fisk 
Rubber, Grisgby-Grunow, Wabash 
Railroad and other stocks are in- 
cluded. 

The offer is advertised in large 
space in the classified columns of the 
Des Moines Register. 


Frank Will Move on 


Sixtieth Anniversary 


Albert Frank & Co., New York. 
have leased the entire 24th floor of 
the new Doherty Building, 70 Pine 
St. 

Removal in the spring will coin- 
cide with the agency’s 60th anni- 
versary. 


BUCK GOES 10 
D'ARCY AGENCY 


Chicago, Feb. 4.—Glen Buck has 
retired as president of the Glen Buck 
Company and has been elected a vice- 
president of the D’Arcy Advertising 
Co., St. Louis, according to an an- 
nouncement from that city. 


Mr. Buck is in the South and his 
office could not elaborate on the St. 
Louis statement, which said Mr. Buck 
will represent D’Arcy in Chicago, 
with temporary offices in the Daily 
News Building. The Buck agency 


moved to the Daily News Building 
last week. 


Mr. Buck is particularly well 
known in the automotive field. He 
was advertising manager of Olds- 
mobile and Ford and tended to 
specialize when he entered the 
agency field, though he also handled 
other lines successfully. 

The D’Arcy Advertising Company 
was formed in 1906. It has branches 
in Cleveland, Atlanta and Toronto. 


Plan Airport Guide 


Airport Directory Company has 
been formed at Orange, Conn., to 
publish an annual directory of avia- 
tion landing fields. Grove Webster 
is president. The initial issue will 
appear in the spring. 


Chain and Income Tax 
Adopted by Wisconsin 


The Wisconsin Legislature has 
passed a chain store tax, effective 
for two years. Rates are graduated 
from $10 to $50. 

An income tax is included in the 
same measure. 


Industrial to Vars 


Divine Bros. Co., Utica, N. Y., 
metal finishing equipment, truck 
wheels and casters, has appointed 
Addison Vars, Inc., Buffalo. Trade 
papers and direct mail will be used. 


Dryden with Agency 


After service with Wanamaker’s 
and Sears, Roebuck & Co., Wm. H. 
Dryden has joined the New York 
staff of the J. Walter Thompson Co. 


—a 
ae 


IN EXPLANATION 
Or A NEw SYMBOL 


Two important types of trade publications exist: 
1. Paid circulation publications. 
2. Controlled Circulation publications. 


Publications of the first type are sent to 
subscribers who pay for the service. Con- 
trolled circulation publications, the second 
type mentioned, are mailed to chosen mem- 
bers of selected groups, without cost to the 
recipient. 


For years there has existed a member- 
ship organization formed by advertisers, 
advertising agencies and publishers of paid 
circulation publications, the basic purpose of 
which has been to audit and verify the cir- 
culation of paid publications. 


This work has been so ably and so con- 
scientiously performed that today an audit 
statement from this organization is right- 
fully considered positive verification of the 
circulation information given. 


Unfortunately for advertisers and adver- 
tising agencies, eager for the same informa- 
tion on controlled publications, and for the 
publishers of controlled circulation media, 
who would have welcomed the opportunity 
to give it, the rules of the older association 
prevented the auditing of controlled or free 
circulations—only publications having 60% 
paid circulation being eligible for member- 
ship. 

To make available verified circulation in- 
formation on controlled media advertising 
agencies, advertisers and controlled circula- 
tion publishers have formed CONTROLLED 
CIRCULATION AupDIT, INC., to supplement 
the work of the older organization. 


Its directorate, which will always have a 
majority of advertisers and advertising 
agencies, has drafted for the C. C. A. ad- 
mission requirements of unusual strictness 

- assuring for the organization the 
highest type of membership. 


There have been written by the C. C. A. 
directorate, by-laws and regulations assur- 
ing the operation of the association along 
the highest ethical lines and insuring scrup- 
ulous honesty and unimpeachable veracity 
for C. C. A. audited reports. 


The C. C, A,, like the older association, 
after which it is admittedly patterned, and 
with which it does not conflict (in effect it 
actually co-operates with A. B. C.), is a 
membership corporation already numbering 
on its roster many of the nation’s important 
advertisers, some of the country’s outstand- 
ing advertising agencies, and a number of 
leading publishers of controlled circulation 
publications. 


Controlled Circulation Audit, Inc., has 
on file, also, more than a score of applica- 
tions for membership from other leading 
controlled circulation publications. Since 
no publisher’s statement is released prior to 
a C. C. A. audit, and since no publication 
is admitted to C. C. A. membership until 
an audit has been made, these applications 
await audit for membership committee 
action, 


Already the work is well under way— 
already audited statements of several con- 
trolled publications are available—already 
advertisers and advertising agencies have 
expressed wholehearted approval of the or- 
ganization, and its performance—already 
the symbol at the head of this message has 
won recognition and respect throughout the 
advertising world. 


Complete information re Advertisers, 
Agency and Publishers membership will be 
sent gladly upon request. 


CONTROLLED CIRCULATION AUDIT, Inc. 


420 LEXINGTON AVENUE @ NEW YORK, N. Y. 


FRANK L. AVERY, Managing Director 


OFFICERS AND DIRECTORS 
Paut B. West, President 
. National Carbon Company, New York 


Actar Cook, Vice-President 
Topics Publishing Company, Inc., New York 


E. N. Downs, Secretary 
Ethyl Gasoline Corp., New York 


JosEPH VeEssEy, Treasurer 


Kenyon & t, Inc., New York 
E, L. Britt 

Edward Lyman Bill, Inc. 
T. H. Brsse.i 

The International Nickel Co.,4nc., New York 
R. C. 


. ByLeR 
S K F Industries, Inc., New York 
Raymonp CaREY 
Peter J. Carey & Sons, New York 
Siwwney W. Dean, JR. 
J. Walter Thompson Co., New York 


Don JULIEN 

Graybar Electric Co., Inc., New York 
Water MANN 

“Walter Mann & Staff, New York 
Rocer L. WENSLEY 

G. M. Basford Co., New York 


NATIONAL ADVERTISER MEMBERS 


Alexander Hamilton Institute 
Armstrong Cork Co. 
Bauer & Black 
The oe - 
Bristol-Myers Co. 
The Cleveland Twist Drill Co. 
The Eagle-Picher Lead Co. 
Ethyl! Gasoline Corp. 
General Electric Co. 
The B. F. Goodrich Co, 
Graybar Electric Co. 
Herentes Powder Co. 

e Hoover Compan 
The International Nickel Co., Inc. 
Johns-Manville Corp. 
Littleford Bros. 
National Carbon Co., Inc. 
Simonds Saw & Steel Co. 
S K F Industries, Inc. 
U. S. Pipe & Foundry Co, 
U. S. Rubber Co. 
William R. Warner & Co. 
Western Electric Co. 


ADVERTISING AGENCY MEMBERS 


Advertisers Incorporated 
N. W. Ayer A - Inc, 


The Blackman Company 
Calkins & Holden 

The Cramer-Krasselt Co. 
Fuller & Smith & Ross, Inc. 
Hanff-Metzger, Inc. 
Kenyon & Eckhardt, Inc. 
Marschalk & Pratt, Inc. 
McCann-Erickson, Inc. 
Newell-Emmett Co. 
Pedlar & Ryan, Inc. 
Rickard & Co., Inc. 
Ruthrauff & Ryan, Inc. 
Walter B. Snow & Staff 
J. Walter Thompson Co, 
Walker & Downing 
Young & Rubicam, Inc. 


PUBLICATION MEMBERS 


Automotive Merchandising 
Drug Topics 
The Fleet Owner 


Golfdom 

The Graphic Arts Monthly 
Industrial Power 

Industrial Record 
National Jeweler 

Rug Profits 


PUBLICATION APPLICANTS 


Automotive Electricity 
Baby Chick 
Boating Business 
The Confectionery Buyer 
Draperies 
Electrical Dealer 
Electric Light & Power 
The Explosives Engineer 
Fuel Oil Journal 
Hardware 

Highway Builder 
Hospital Topics & Buyer 
Housewares Merchandising 
Importers Guide 
Jobber Topics 
Meat Merchandising 
Medical Economics 
Mill and Factory, Illustrated 
Modern Machine Shop 
Motor Maintenance 
Oil Heat 
Oral Hygiene 
Progressive Grocer 
Radio Music Merchant 
Retail Furniture Selling 

ool Management 
Successful Merchandising 
EL Super Service Station 
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Zone Advertising 
Gives You 


coverage where you want it at a cost 
exactly proportionate to circulation 


The Automotive Merchandising plan of publishing a Zone Edition for each 
of the 27 important trading areas in the United States makes it possible for 
manufacturers to place advertising messages before exactly the audience 
they want to reach, at a cost exactly proportionate to the size of the audi- 
ence selected. There is no waste. 


In other words, an advertiser may use all of the Automotive Merchandising 
circulation (over 93,000 monthly) or any part of it basing his choice on ter- 
ritorial coverage required or the number of readers he wants to reach. 


Only in Automotive Merchandising is it possible for a manufacturer to 
obtain these definite advantages: 


1, Complete coverage nationally or sectionally of every gar- 
age, repairshop, service station, retailer, wholesaler. 


2. An opportunity, through the use of one or more Zone Edi- 
tions, to place advertising emphasis on the country’s most 
productive markets. 


3 Advertising may be placed in selected areas to create or 
* strengthen distribution and retailer acceptance. 


4, Advertisers with limited distribution or restricted trading 
* areas such as large oil companies, etc., can use only Zone 
Editions which cover their territory without buying or pay- 

ing for waste circulation. 


5, Zone advertising permits listing local jobbers in the adver- 
tising in each Zone Edition, which directs all sales and in- 
quiries to the local source of supply and definitely elimi- 
nates substitution. 


6 Wholesalers may advertise their lines and services in the 
* Zone Edition covering their trading area. 


7 Regardless of the territory an advertiser desires to cover or 

* the number of readers he wants to reach, the Zone pub- 

lishing plan of Automotive Merchandising assures his get- 

ting exactly what he wants and paying only for productive, 
selected circulation. 


CAutomotive Merchandising 


ESTABLISHED 1922 


NEW YORK DETROIT CHICAGO 
97 Horatio St. General Motors Bldg. 612 N. Michigan Ave. 


“NOTHING SUCCEEDS LIKE ZONED CIRCULATION”? 


These Publia 


[q7-¥ Proof O 


Circulation Audits of the pub- 
lications listed below have been 
completed by the auditors of 
Controlled Circulation Audit, 
Inc., and each of them has been 
admitted to C.C.A. membership. 


Advertisers and advertising T] 
agencies wishing to study audited pr 
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“FLEET N 


Heree t 


The Purchasint of 
mous! It represen# Firr 
sale Consumers!" oper 
1,500,000 Autom@hicle 
Trailers, Buses, Tax@ssen 


Our Fleet 
Firms that Oper 
Vehicles and maifir o 
conservatively estimat ¢ 
consumes from six® tim 
Tires, Parts ~ 
age privately op 
for p wrotr Prinde 


FLEET OWNie on 
this huge market oly. 
the individual in eswho 
the Operation andnanc 
Maintenance Supént, 
ing Agent, or equdosit 
this completely coicirc 


DRUG TOPICS 
53,000 Retail 


Drug Store 
Circulation [={=f.¥ 


The Topics Publishing Company, Inc., 
announces with pride the admission 
of DRUG TOPICS to membership 
in Controlled Circulation Audit, Inc. 


We are proud of this membership, 
not only because it enables us to offer 
audited confirmation of past circulation 
claims and unquestionable proof of 
present coverage, but also because we 
are happy to be playing an integral 
part in a movement of such obvious 
value to buyers of trade paper space 
in every field. 


Copies of the C.C.A. DRUG TOPICS 
Audit Report for the six months end- 
ing November 1931 are now available 
for the study of advertisers and adver- 
tising agency executives. Write for 
your copy. 


Ask for Complete Det{ th 


“FLEET N 


Charter Member, ConthCi 


DRUG TOPICS 


291 BROADWAY 
NEW YORK CITY 


The Ferguson Phin 
90 West Street, 
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lations Offer 
) Circulation 


b- reports of any or all of these 
2n trade papers are invited to write 
of for copies either to the Controlled 
it, Circulation Audit, Inc., 420 
+, Lexington Avenue, New York, 
 N. Y., or to the individual pub- 
P- jishers at the addresses given. 


ig The Reports will be provided 


ed promptly. 
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t Which is Made 
Apmately 1,500,000 
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leree the F acts: 


shasint of this Fleet Market is Enor- 
resen? Firms that are really 'Whole- 
ers!" operate and maintain about 
utom@hicles, which include Trucks, 
s, Tax@ssenger Cars and other Units. 


sists of all types of Business 
of ten or more Automotive 
i@ir own Service Shops. It is 
iPat each one of these vehicles 
m six# times as much Gasoline, Oil, 
e Materials as does the aver- 
} opefibsenger car. A Huge Market 
ive Prindeed! 


)WNie only publication that covers 
rket oly. Each copy is addressed to 
| in eawho is directly responsible for 
n andnance of the entire fleet—the 

Supént, Fleet Manager, Purchas- 
r equbosition. There is no waste in 
ly coftirculation. 


Det this Huge Coverage 
a | 


_NWNER” 


ontrCirculation Audit, Inc. 


SO 


n Pling Company, 
New York, N. Y. 


66 
Get YOUr man 


This man hunt jobis one that 
GOLFDOM handles like the 
Canadian Mounted Police 


GOLFDOM keeps at this business of tracking 
the fugitive customers to their lairs until 
every fellow who spends a dollar in GOLFDOM 
advertising can put his selling finger right on 
the men who do the buying for golf clubhouse 
and course construction, operation and main- 
tenance, and on every pro who sells through a 
pro shop at a golf club. 


There is a 60% turn-over of this buying per- 
sonnel every year! In January alone there were 
2,082 changes in GOLFDOM’S mailing list. 
That’s a tip-off to why no manufacturer’s mail- 
ing list of the golf field buyers compares with 
GOLFDOWM’S circulation list for extent and 
accuracy. 


And, say, wouldn’t it be a hell of a job to 
handle subscriptions in a field like this on any 
other basis than controlled circulation and give 
every advertiser the coverage he wants? 


On GOLFDOWM’S coverage of the club buying 
factors you want to reach, the C.C. A. audit 
assures you. And on reader interest; all you 
have to do is ask the president, house manager, 
greenkeeper, green-chairman or pro at your 
club or give usa chance to submit a weighty 
lot of high-powered voluntary testimonials 
from your prospective customers. 


The golf field is one of the livest buying bus- 
inesses in the country right now. Use a hot 
application of GOLFDOM on some of those 
sore spots of sales. 


Send for GOLFDOM’S latest annual Survey 
of the Golf Market to get an accurate and 
comprehensive close-up of the field - - - - 


e 
Business ™ Journal of Golf 


205 W. Wacker « « » » Chicago 


NEW YORK CITY 
LOS ANGELES 


f?? 


(For Repair Week” Posters send $1 10 A.N.R.J.A., 22 W. 48ih St., New York. See page 36 


National Je 


—_ as 
Beginning Feb. 24 


RY 
February 


Full Pages 
At % Cent per Store 


Total retail circulation is 21,000 — 4,000 more than the combined 
retail circulations of the two leading “paid circulation” journals— 
with no deduction made for duplication. Reaches every cash store 
and every credit store rated “Excellent”, “Good”, or “Limited” in 
semi-annual Reference Book of National Jewelers’ Board of 
Trade, New York. Only the “Unsatisfactories” are omitted. Thus 
NATIONAL JEWELER goes regularly to the top 21,000 as to credit 
rating of the total 24,000 jewelry stores. Covering the United 
States completely, it completely covers every section. On special 
direct-return test last month it outpulled all (8) other jewelry papers 
combined! Details on request. NATIONAL JEWELER is the only 
jewelry paper to show jewelry fashions by specially-posed style photo- 
graphs. Type page 454x6°¢ (7x10 proportions). Write for “Adv. 
Dummy” describing the splendid advantages of controlled circulation. 


NATIONAL JEWELER, 536 South Clark St., Chicago, lll. 
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ADVERTISING AGE 


February 6, 1932 


FALSE ECONOMY 
IS NEW THEME 
ON BABY FOOD 


Minneapolis, Minn., Feb. 4.—Com- 
bating the economy wave, the Cream 
of Wheat Corporation has started a 
campaign designed to convince moth- 
ers they cannot afford to gamble with 
their babies’ health for the sake of 
pitifully small savings on the cost of 
their food. 

Magazines used are Better Homes 
and Gardens, Child Life, Delineator, 
Farmer’s Wife, Good Housekeeping, 
Ladies’ Home Journal, McCall's, Mac- 
Lean’s, Pictorial Review, True Story 
and Woman's Home Companion. 

The J. Walter Thompson Company, 
handling the campaign, resisted the 
temptation to use contrasting illus- 
trations and confines art to perfect 
specimens—presumably those which 
make Cream of Wheat their chief 
diet. 


The advertising is directed particu- 
larly at mothers of babies of from one 
to six years—‘“the hazardous age.” 
The copy reveals a controversy be- 
tween the Cream of Wheat Corpora- 
tion and manufacturers of whole 
grain cereals. 


“No Harsh Parts” . 


To the claim of the whole wheat 

forces that the periphery of the grain 
contains the most essential food ele- 
ments, Cream of Wheat copy count- 
ers: 
“Wonderfully easy to digest. Notice 
its pearly whiteness. It contains 
none of the harsh, irritating parts of 
the wheat. Every bit of it is real 
food. A child’s delicate digestive 
tract handles it easily.” 

The cost per serving is given as a 


little more than one-half cent. 

As Cream of Wheat competes with 
cheaper unpackaged goods in the 
Canadian market, copy for MacLean’s 
and Canadian newspapers warns of 
danger from bulk cereals. 

The farm paper copy points out the 
natural advantages enjoyed by coun- 
try children and asks if they should 
be offset by imprudence in selecting 
foods. 

The company will also continue its 
two chain broadcasts. The adult pro- 
gram features Angelo Patri, educator 
and child psychologist, while the 
morning broadcast at 7:45 presents 
entertainment of exclusive interest to 
children. 


Two Accounts Pick 
Mortimer Lowell 


Mortimer Lowell Co., New York, 
is the new agency for Du-Gas Fire 
Extinguisher Corp., New York. Busi- 
ness papers and direct mail are 
scheduled. 

The same agency will use news- 
papers and magazines for E. T. 
Browne & Co., Palmer’s Skin-Success 
ointment and soap. 


Going to Homes 

Kemiko Mfg. Co., Newark, N. J., 
which has confined sale of G. D. 
germicidal detergent to bulk users, 
has appointed Oberfelder-Franken, 
Inc., New York, to advertise it in 
package form for household use. 
This agency has moved to 15 Park 
Row. 


Bar Candy “Prizes” 

Candy containing “prizes’’ made 
of metal, such as rings, may not be 
shipped in interstate commerce, the 
Federal Food and Drug Administra- 
tion has ruled. A court upheld the 
ruling, fining a Southern manufac- 
turer. 


Appoint Sanderson 


Waverly Poultry Trio, Poultry Cul- 
ture, American Fruit Grower and 
American Thresherman, Chicago, 
have appointed Gerald G. Sanderson, 
Chicago, as Western representative. 


FROM 
HOULTON, MAINE 


TO 


BRIDGEPORT, CONN. 


R) 


Q 


pe 


WBZ-WBZA GIVES YOU AN AUDIENCE! 


Tue daily average audience of WBZ-WBZA, in New England 
alone, is more than 421,000!—a vast audience truly repre- 
sentative of the fertile New England market. 


New England is a concentrated and wealthy market—concen- 
trated because it contains seven per cent of our national popula- 
| tion in two per cent of the country’s area; wealthy because the 
- per capita wealth in New England is 19 per cent higher than the 


national per capita wealth. 


You can place your advertising message before the audience 
most representative of this desirable market by broadcast adver- 
tising from stations WBZ-WBZA. The Westinghouse Yard- 
stick of Audience Value, applied to the entire New England radio 
audience, proves that stations WBZ-WBZA offer you not only 
complete coverage of New England, but that they also offer you 
a receptive audience in every trading area in this rich market. 


Our commercial representatives will be glad to give you actual 
figures on the WBZ-WBZA audience in each of the 52 trading 
areas in New England. Call any one of our offices. 


ROADCAST ADVERTISING—A PRIMARY ADVERTISING FORCE 


WESTINGHOUSE RAD 


KDKA 
980 Kilocycles 
—COMMERCIAL OFFICES— 
Pittsburgh, Pa., Hotel William Penn 


WBZ-WBZA 

990 Kilocycles 
Boston, Mass., Hote! Bradford 
Springfield, Mass., Hote! Kimbal! 


ATIONS 
KYW-KFKX 
1020 Kilocycles 


New York, N.Y., 50 E. 42nd St. 
Chicago, Ill , 1012 Wrigley Bidg. 


Radio Ad 31969 


ASKS NEW KIND OF MORATORIUM 


ow 


adber—_T 


We are repeating 


when we say— 


We kame oh Som BH 


Hirde, horn. had 


aud “a Crrmmaetys 
RIGHT NOW WE DENY EACH AND 
EVERY RUMOR ABOUT US 


(even those we haven't heard). 


Elder & Johnston Co., Dayton (O.) 
in newspapers last week to say it 
stand, and to suggest a 


department store, took big space 
is still doing business at the old 
moratorium on rumors 


30 INDUSTRIES 
INCREASE SALES 
BY GUARANTEE 


New York, Jan. 21.—A movement to 
stabilize the marketing of industrial 
products by means of industry-wide 
guarantees administered by trade as- 
sociations and professional societies 
is revealed in the publication by the 
American Standards Association of 
the first comprehensive survey of 
certification and labeling activities in 
the United States. 


Extent of Business 


The report, by Dr. P. G. Agnew, 
secretary, and J. W. McNair, staff 
engineer, shows that manufactured 
commodities valued at over a billion 
dollars were sold last year by more 
than 50 industries under some plan 
of guaranteeing the quality to pur- 
chasers. These industries ranged 
from lumber to mirrors, and from 
heating systems to drugs. 

The report also covers agricultural 
commodities and dairy products, over 
four billion dollars worth of which 
were sold under guarantee last year 
by means of grading, labeling, and 
certification. Part of this—classifica- 
tion of eggs as grade A, B, or C, and 
classification of milk as certified, 
grade A, or grade B—is in many 
cities and states mandatory under the 
law. 

Helps Lumber Industry 


The lumber industry furnishes an 
outstanding example of the extent to 
which this new type of marketing has 
permeated industry, the report shows. 
At present, 35 per cent of all soft- 
wood cut in the United States is 
marked with a definite grade showing 
its quality, which the manufacturers 
guarantee to the purchasers. Nearly 
50 per cent of all hardwood is sold 
under similar guarantees. Over four 
billion board feet of hardwoods are 
graded and certified annually. 

Gas-burning cooking and heating 
appliances, valued at $375,000,000, and 
bearing the label of the American Gas 
Association guaranteeing compliance 
with the association’s safety require- 
ments, are sold annually. This repre- 
sents three-quarters of annual produc- 
tion. 

The Underwriters’ Laboratories 
also guarantee compliance of many 
types of products with safety require- 
ments. The Laboratories inspect and 
label electrical appliances, gas and 
oil appliances, automotive appliances, 
and fire protection and burglary pro- 
tection appliances. 


Veterans Will 
Check Radio 


Performance 


New York, Feb. 4.—Sponsors of 
commercial radio programs anxious 
to know of time losses on any station 
on their radio network, irregular sta- 
tion service, or any other factor af- 
fecting the commercial value of a 
broadcast presentation, can now se- 
cure complete radio time checking 
service on 174 stations of the Na- 
tional Broadcasting Company and 
Columbia Broadcasting System, ac- 
cording to an announcement from 
Radio Network Surveys, Ine., 101 
Park Avenue. 

A field organization of 300, 90 per 
cent of whom are disabled World 
War veterans, serve as “Broadcast 
Reporters” for the new nationwide 
survey. Each station is covered by 
a trained reporter. 

Data on program popularity, receiv- 
ing conditions, station ranges, and 
other factors will be accumulated and 
analyzed. The service will operate 
seven days a week, gathering and 
correlating information. 


Four Pacific Coast 
Agencies Affiliate 


Four agencies of the Pacific Coast 
have arranged for reciprocal service, 
though there will be no other con- 
nection. . 

They are Art Advertising Agency, 
Seattle; Edward N. Nathan Adver- 
tising Agency, Los Angeies and San 
Francisco; Adolph L. Bloch, Port- 
land; Overman Advertising Agency, 
Spokane. 


Sears, Roebuck Net 
Down to $12,169,000 


Sears, Roebuck & Co., Chicago, 
largest mail order and chain store 
house, earned its dividend in 1931, 
with net profit of $12,169,000, in spite 
of a decline of $43,000,000 in sales. 

Retail exceeded mail order sales 
for the first time in the company’s 
history. 


“Capper’s Farmer” Moves 
Advertising Headquarters 


Advertising headquarters for Cap- 
per’s Farmer have been moved from 
the Graybar Building, New York, to 
the Chicago offices at 203 N. Wabash 
Avenue. 

N. H. McCormack is advertising 
manager. 


Adds “Bonus’ ” Stations 


Columbia Broadcasting System has 
added five “bonus” stations to the 
Don Lee Pacific Coast unit. These 
staticns will carry Columbia Net- 
work programs, whenever available, 
at no extra cost to advertisers. 


“NEEDLECRAFT” 
CUT APPLIES 
TO ALL UNITS 


Discount ls 10, Plus 10 
for Continuity 


New York, Feb. 4.—It was not 
made entirely clear in the news story 
in the Jan. 30 issue of ADVERTISING 
Ace that the 10 per cent discount 
which Needlecraft has offered on 
two-year advertising contracts is an 
extra discount applied to the second 
year, in addition to a 10 per cent 
discount applied immediately, ef- 
fective with the April, 1932, issue. 

In other words, the Needlecraft 
page rate of $3,600 has been reduced 
to $3,240, a 10 per cent reduction, 
and, in addition, advertisers order- 
ing space 24 months in advance will 
get another 10 per cent reduction on 
the second twelve months’ business, 
on which the rate will be $2,916, a 
10 per cent lower rate than that 
which will be in effect on the first 
year’s business. This rate reduction 
and continuity discount apply to all 
space regardless of size. 

The “continuity discount” is such 
a unique feature that it is attracting 
widespread attention and comment. 
The publisher has offered this plan 
because of the reduced sales costs 
which it will make possible. 

Subscriptions are also sold two 
years in advance, a plan which the 
publishers say has been effective in 
reducing subscription sales expense. 
The new rate structure is accom- 
panied by a circulation guarantee of 
1,000,000 net paid, and includes a 
definite policy for the sale of sub- 
scriptions without premiums or con- 
tests, without unit clubbing offers, 
and without any methods which 
would even have the appearance of 
a tendency to force circulation. 


$99.50 Is Price Tag of 


Crosley Refrigerator 


An electric refrigerator for $99.50 
is Crosley’s gift to its radio distribu- 
tors. Another model is priced at 
$139.50. 

The radio organization will handle 
the ice boxes, too. 


Harry Winsten New 


Lesan Vice-President 


Harry J. Winsten became a vice- 
president of the H. E. Lesan Adver- 
tising Agency, New York, Feb. 1. 

He was formerly president of the 
Winsten-Sullivan Advertising Agency 
and more recently vice-president of 
Hadden & Co. 


Procter & Collier Is 
Agency for Health-O 


The Milson Co., Cincinnati, 
Health-O Quality Products, has placed 
its account with the Procter & Col- 
lier Co., Cincinnati. 

Magazines and newspapers will be 
used. 


Moloney Talks at N. U. 


John A. Moloney. manager of the 
merchandising service department of 
the Chicago Daily News, described 
newspaper service to national ad- 
vertisers in an address to journalism 
students at Northwestern University. 


Three Return to Air 


W. A. Shaeffer Pen Co., Fort Madi- 
son, Ia.; Lowe Bros. Co., Dayton, O., 
paint, and the Singer Sewing Ma- 
chine Co., New York, will shortly 
start chain programs over the Na- 
tional Broadcasting Company. 


Name Hanff-Metzger 


Yeasties Products, Inc., Irwin, Pa., 
has appointed Hanff-Metzger, Inc., 
New York, to advertise Yeasties, 
yeast-treated cereal, and Pup-pets, 
yeast-treated dog and puppy biscuit. 


Norton Heads Nestle’s 


D. F. Norton has been elected pres- 
ident of Nestle’s Milk Products, Inc., 
succeeding the late Lewis R. Harden- 
bergh. 
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ADVERTISING AGE 


MOST VALUABLE 


Lorry A. Jacobs, director of pub- 
lic relations for the Southland Life 
Insurance Co., was the first recipi- 
ent of the annual Linz Award of 
the Dallas (Texas) Advertising 
League to the most valuable mem- 
ber. He "labored long and effi- 
ciently without hope of reward." 


Christiansen 
Joins Staff of 


‘Business Week’ 


New York, Feb. 4.—The McGraw- 
Hill Publishing Company has ap- 
pointed H. E. Christiansen to the staff 
of . Business Week, effective imme- 
diately. 

During the past year and a half Mr. 
Christiansen has been field manager 
of the Advertising Federation of 
America. Under his direction the 
sustaining membership of the Federa- 
tion was doubled and promotional 
activities were greatly extended. 

Betore joining the A. F. A., Mr. 
Christiansen was a member of the 
field staff of the United States Cham- 
ber of Commerce and later was as- 
sistant to the president, James W. 
Kemper Company, Chicago. 


Richards Gets Office; 
Others Are Re-elected 


Wilbur O. Richards was elected 
secretary of Soule, Feeley & Rich- 
mond, Syracuse, N. Y., agency at the 
annual meeting. Others were re- 
elected. 

Robert G. Soule is president; Rob- 
ert S. Feeley, vice-president in charge 
of art; Ralph S. Richmond, vice- 
president in charge of copy; Adlai S. 
Hardin, vice-president and New York 
manager; Frieda W. O’Leary, treas- 
urer, and John L. Tallman, Syracuse 
manager. 

The agency is now placing the ad- 
vertising of C. G. Meaker Co., Ivan- 
hoe coffee, a new brand. 


Zip Account to Tracy 


W. I. Tracy, Inc., New York, has 
been appointed for Jean Jordeau, 
Inc., South Orange, N. J., Zip de- 
Pilatory, epilator, shaving cream and 
Ab-Scent deodorant. Magazines, 
newspapers and trade papers will be 
used. 


B. B. Hampton Dead 


Benjamin B. Hampton, former 
owner of Hampton’s Magazine, died 
in New York, Jan. 31. He was 56 
years old. His widow is the former 
Claire Adams, motion picture star. 


Move Publicity Office 


Offices of the “Linotype News” and 
the publicity department of the Mer- 
genthaler Linotype Company have 
been moved from New York to 29 
Ryerson St., Brooklyn. 


Names F. E. M. Cole 


American Forests Magazine, Wash- 
ington, D. C., has appointed F. E. M. 
Cole, Inc., Chicago, Middle West rep- 
resentative. 


Tax Tobacco Samples 


The Tennessee Attorney General 
has ruled that tobacco samples given 


Stripping for Business 


-- YOUR BUSINESS 


It's all fine and dandy—this "institutional copy" that tells 
so much—and feelingly—of the Collins & Alexander 
story—and we hope you like it— 


BUT HOW ABOUT AN ORDER? 


This husky has his sleeves rolled up, we have our sleeves 
rolled up, and business is rolling in. It will worry us if some 
of your business is not included: it surely will, because 
we're dead sure you have been an avid reader of these 
Advertising Age pages for months. 

How about an order? You'll look far and long before 
you'll find any engraver who will handle it better. Give 
us a trial now. Our mailing and telephoning addresses 
follow: 65 East South Water Street—Chicago—Central 
4089-4090—and if you merely address "America's Finest 
Photo-Engraving Plant," the postman will give it to Collins 
& Alexander. 


Quality knows no boundaries. From Port- 
land, Oregon, to Cleveland, 
agencies and national advertisers have beaten 
a path to our door. Engravings here are 


made by America’s Finest Craftsmen. 


Ohio, many 


away for advertising purposes must 
carry tax stamps. 
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STANDARD CAR 
CONTRACT ASKED 
BY ASSOCIATION 


Will Also Study Terminated 
Contracts 


Chicago, Feb. 4.— Alleging manu- 
facturers’ contracts are tyrannical, 
the National Automobile Dealers’ As- 
sociation, closing a meeting here to- 
day, decided to investigate and issue 
a report on canceled and terminated 
contracts. It will also draft a stand- 
ard contract which it will urge on 
the industry. 


The report will incorporate state- 
ments of both dealers and manu- 
facturer in any contract termination, 
with comments of the association, 
bankers, civic organizations and 
others. The report will be dis- 
tributed to all dealers, whether or 
not they are members of the N. A. 
D. A. 


Manufacturers’ representatives will 
help draft the proposed standard con- 
tract, but dealers will insist, it is 
said, on territorial protection, the 
right to handle additional lines, and 
elimination of the 30-day cancella- 
tion clause. 

Harry G. Moock, general sales 
manager, Plymouth Motors Corp., de- 
fended manufacturers, asserting 80 
per cent of the dealers do not apply 
the simplest merchandising funda- 
mentals. 


Criticises Methods 


Display is particularly bad, he 
aid, lack of signs, little or no light, 
cars crowded too closely to permit 
examination and no effort to group 
stock by price range and model be- 


ing common faults in the used car 
field. 

Factory men suggested that new 
car salesmen also sell used cars; 
that owners of three or four-year- 
old cars be solicited to buy a used 
car of the same make but later vin- 
tage; that garagemen, barbers, gas 
station employes, hotel clerks, bus 
drivers and others contacting the 
public be organized as a sales auxil- 
iary and paid $5 for the name of 
each prospect sold; 

That bulletin spaces be rented and 
equipped with holders for cards to 
be changed daily; that excess cur- 
rent sales literature be saved for 
distribution later to used car pros- 
pects for the same model, and that 
new car salesmen’s commissions be 
withheld until the traded-in car is 
sold. 


Perfect Circle Cracks 
All Records in 1931 


Piston ring sales of the Perfect 
Circle Co., Hagerstown, Ind., in 1931 
were the largest in its 25 years’ his- 
tory, beating 1930 by 24 per cent. 

The replacement division made a 
60 per cent gain. 


Use Mail to Sell 
Fish to Consumers 

Hampton Seafood Co., Hampton, 
Va., has appointed the Robert E. 
Ramsay Organization, New York. 

A mail order campaign will be 
used to sell fish direct to consumers 
by mail. 


Ziff to Publish 


“Practical Mechanics” 


The initial issue of Practical Me- 
chanics, “build it yourself,” will ap- 
pear shortly, dated March. 

W. B. Ziff Co., Chicago, is the pub- 
lisher. 


Ewald Is Honored 


Henry T. Ewald, president of the 
Campbell-Ewald Co., Detroit, who 
left the Central High School before 
graduation, has been presented with 
an honor diploma “28 years late.” 


RESISTANCE 


CRUMBLES 


Under these Powerful 


SELLING 
RAYS! 


Tink of an almost magic device—light, 
compact, and easily portable —with the 
power to invest sales appeals with a 
human dramatic touch that will stir the 
imagination, and impel immediate action! 

16 mm Talkies are rapidly becoming 
the most potent medium of new-era 
merchandising. The Animatophone is the 
uncontested peer of all portable talking 
equipments. 


16 mm “Talkies” are 
Alive with the Punch 
and Conviction 
Needed in Your 1932 
Sales Program. 


Full details concerning the adaptation 
of talking pictures to sales, merchandising, 
advertising, and training programs, and 
complete information concerning film and 


sound production methods and costs are 


| “Tie 
| ANIMAT 


@PHON 


yours for the asking—free and without 
obligation. 
tions will gladly be arranged on request. 
Ask for the facts. 


Animatophone demonstra- 


Manufactured by 


VICTOR ANIMATOGRAPH CORPORATION 


Davenport, lowa 


Distributed by 


NATIONAL THEATRE SUPPLY COMPANY 


Branches in All Principal Cities 


IE 


= 


BALTIMORE CLUB REWARDS MERIT 


Three bronze medallions,“ the work of Jack Lambert, Baltimore sculptor, will be 
awarded by the Baltimore Advertising Club for contributions to the city's 
progress in business, art and literature, and invention. 


Stevenson Is 


Succeeded by 
Arthur Barnes 


Lancaster, Pa., Feb. 4.—Kenyon 
Stevenson has resigned as director 
of advertising for the Armstrong 
Cork Co., being succeeded by Arthur 
K. Barnes, former assistant director 
of personnel. Mr. Barnes will also 
direct the company’s dealer promo- 
tion and merchandising activities. 

Mr. Stevenson joined the company 
in 1920 as a copywriter, and in 1927 
rwas made assistant advertising man- 
ager of the floor division. He has 
been advertising director for two 
years. 

He is given much of the credit for 
the policy adopted in 1929 of con- 
centrating all advertising with one 
agency, instead of the five formerly 
employed. As advertising director, 
he was in charge of promotion for 
all five divisions, embracing adver- 
tising in magazines, newspapers and 
radio and direct mail, in addition to 
field research and sales analysis. 

Mr. Barnes, the new advertising 
director, joined the company in 1913 
as a member of the Pittsburgh ad- 
vertising department. Prior to that 
he saw service with Fuller & Smith, 
Cleveland, and Frank Seaman, Inc., 
New York. 


“United States Daily” 


Loses General Manager 


John E. Rice, 46, vice-president and 
general manager of The United 
States Daily, Washington, D. C., died 
at the Mayo Sanitarium, Rochester, 
Minn., last week after a long illness. 

He began his newspaper work 
with the Chicago Tribune. 


Get Fur Accounts 


Ehlinger & Higgs, Inc., Tulsa, 
Okla., will use radio, magazines and 
newspapers for the F. C. Taylor Fur 
Company and Funsten-Fouke Fur 
Co., affiliated concerns of St. Louis. 


Denman Joins Agency 

Frank T. Denman, formerly presi- 
dent of the William H. Denny Co., 
New York, has become an account 


executive of Kenyon & Eckhardt, 
Ine. 


Green Transfers 


Charles C. Green has joined Ather- 
ton & Currier, New York, in an ex- 
ecutive capacity. Arthur C. Doorn- 
bos is another newcomer. Mr. Green 
was for many years president of the 
Charles C. Green Advertising Agency. 


Start Watch Copy 


Ingersoll - Waterbury Clock Co., 
Waterbury, Conn., has started a 
newspaper and direct mail campaign 
on its $1 watch. Federal Advertis- 
ing Agency, New York, is in charge. 


BOSSES TAKING 
THE MICROPHONE 


New York, Feb. 4.—Paced by the 
beauty industry, presidents, vice-pres- 
idents, general managers and adver- 
tising managers are now beginning 
to crash the portals of the radio 
studios—in person. 

Vv. J. Thill, vice-president and 
general manager of La Gerardine, 
Inc., hair waving liquid, took the 
microphone Tuesday night on a chain 
program. When he got through, 
there was no doubt about his opin- 
ion of La Gerardine. 

Perhaps Mr. Thill was merely re- 
taliating on the Frostilla Company, 
Elmira, N. Y., which recently pre- 
sented its president, F. M. Shoe- 
maker, on a chain program. 

The Carborundum Co., Niagara 
Falls, N. Y., hasn’t got around to in- 
troducing any of its executives yet, 
but its latest program was officially 
described as “prepared by Francis 
D. Bowman, advertising manager.” 

The Colgate-Palmolive-Peet Co., 
Chicago, is still letting the profes- 
sional radio announcers do its adver- 
tising, but it is giving a new twist 
to its programs by urging listeners 
to see the back cover of the Ladies’ 
Home Journal for real photographs 
of Clara, Lou and Em, their radio 
triumvirate. 

This program is to be given at 
11:15 a. m. starting Feb. 15. The 
network will be extended from 13 
to 42 N. B. C. stations. 


New Paint Program 


Pratt & Lambert, Inc., Buffalo, 
N. Y., paint manufacturer, will be- 
gin a new program, “Voice of a 
Thousand Shades,” over the Colum- 
bia Broadcasting System March 1. 
It will run 15 minutes every Tuesday 
night. 


Young Made Manager 


James A. Young has become West- 
ern advertising manager of How to 
Sell, Mount Morris, Ill., succeeding 
R. B. Leffingwell, resigned. 


Weaver Re-elected 


Sylvester R. Weaver was re-elected 
president of the All-Year Club of 
Southern California, Los Angeles, at 
the annual meeting. The club is 
now 12 years old. 


Is Lumber Agency 


Great Southern Lumber Co., Boga- 
lusa, La., has placed its advertising 
account with Saussy & Sewell, New 
Orleans. 


Apollo Shirt Appoints 
Apollo Shirt Co., New York, has 


placed its account with Hirshon-Gar- 
field, Inc., New York. 


STATE QUOTAS 
SUNKIST GUIDE 
TO ADVERTISING 


Los Angeles, Cal., Feb. 4.—In di- 
recting an appropriation of $1,500,- 
000 for 1932, W. B. Geissinger, ad- 
vertising manager of the California 
Fruit Growers’ Exchange, is plac- 
ing his fire according to quotas as- 
signed each state. Analysis of the 
circulation of mediums employed by 
Sunkist shows that it parallels the 
ranking accorded each state. 

About three-fourths of the appro- 
priation will go for straight con- 
sumer advertising, 18.5 per cent for 
trade relations work, and 5 per cent 
for administration. 

Mediums include magazines, out- 
door, car cards, trade papers and 
talking pictures. 

Magazines on the list are Deline- 
ator, Good Housekeeping, Ladies’ 
Home Journal, McCall's, Saturday 
Evening Post and Woman's Home 
Companion. 

Color pages will be carried in The 
American Weekly, copy emphasizing 
“Buy Sunkist Oranges Now for Bar- 
gains.” 


Support for Grapefruit 


A separate campaign on grapefruit 
will run in 11 Western states during 
the year. Car cards, posters, Sunset 
Magazine and Pacific Coast editions 
of The American Weekly will be 
used. 

To help 24 specialists in trade rela- 
tions work, two trade talkies have 
been produced. A _ three-reel film, 
“Partnership for Profit” is intended 
for dealers and jobbers, while ‘“For- 
tunes in Foods” is a two-reeler de- 
signed to win the co-operation of 
eating places and fountains. 

The outdoor copy, now on the pan- 
els in 165 key cities, will run to 
March 1. 

Emphasis will also be laid on edu- 
cational material for dietitians, teach- 
ers, nurses and physicians. About 
50,000 of these key folk are con- 
tacted annually. 

Lord & Thomas and Logan handle 
the advertising. 


Sias President of 
Coast Representatives 


Donald Sias, Paul Block & Asso- 
ciates, was elected president of the 
Newspaper Representatives Associa- 
tion of San Francisco last week. 

Frank Riley, Verree & Conklin, is 
vice-president, and Tom Emory, sec- 
retary-treasurer. Lynn Gamble, of 
Scripps-Howard Newspapers, and 
Fred L. Hall, Fenger-Hall Co., were 
made directors. 


Lesan Is Fada Agency 


F. A. Andrea, Inc., Long Island 
City, N. Y., which is introducing the 
Fada electric refrigerator and elec- 
tric iron, in addition to the Fada 
radio, has appointed the H. E. Lesan 
Advertising Agency, New York, for 
all lines. 


Montgomery Ward 


Reports Poor Year 


Sales of Montgomery Ward & Co., 
Chicago, fell from $249,097,000 in 
1930 to $198,118,000 in 1931, the 1930 
loss of $423,211 increasing to $8,712,- 
000 in 1931. 


Labels Grow Brighter 


McLaurin-Jones Co., Brookfield. 
Mass., has developed Vivid and Pastel 
coated gummed papers to meet the 
demand for labels with advertising 
value. The Vivid line includes poppy 
red, buttercup, parrot green and or- 
ange topaz. 


Borden’s Gets Walsh 


After six years as secretary of the 
Fresh Milk Industry of Southern Cal- 
ifornia, Harry A. Walsh has been 
named general sales and advertising 
manager of Borden’s Farm Products 
Co. of California, Los Angeles. 


Statler Gets Club 


The Cleveland Advertising Club 
will move to the Hotel Statler on 
the expiration of its lease on the 
Allerton Hotel quarters in April. 
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MAKE ANOTHER 
BIG EFFORT 10 
BOVRILIZE U. S. 


New York, Feb. 4.—The Bovril in- 
vasion of the United States is due in 
part to the discovery of Lord Luke 
of Pavenham a year ago that an 
American breakfast food was replac- 
ing home-made British porridge in 
England, according to Time. 

William C. Scull Company, Camden, 
N. J., is in charge of distribution in 
the United States and Geare-Mars- 
ton, Inc., Philadelphia agency, will 
direct advertising. 

Said Time: 

“While the exact process by which 
Bovril is distilled from meat is secret, 
Bovril, Ltd., has never attempted to 
conceal the fact that it takes 20 to 
30 pounds of good lean beef to make 
one pound of Bovril. 

“This circumstance is cunningly 
suggested by the Bovril poster, which 
shows a shaggy and slightly dilapi- 
dated steer staring at a bottle of Bov- 
ril with a wild surmise that is eluci- 
dated in the caption: ‘Alas! My poor 
brother.’ 

“Bovril sales took a big jump dur- 
ing the influenza epidemic of 1918 
when it became standard British hos- 
pital diet. Bovril profits—some $1,- 
500,000 a year—have been built in 
part upon the assurance, heartily 
shared by its noble directors, that the 
sense of fun never sets on the British 
Empire. 

Made-in-England Copy 


“Too conservative to desert the 
archaic method of advertising by 
quips and slogans, Bovril cajolements 
for the past 25 years have been al- 
most an almanac of British humor, a 
glossary to theatrical and tap-room 
slang. 

“Bovril’s august board has catered 
not only to the British appetite for 
beef, but also to the British appetite 
for advertising, which may be why an 
attempt to Bovrilize the U. S. several 
years ago failed. Almost as delecta- 
ble as Bovril are such Bovril puns as, 
‘When it’s in you—it’s sinew,’ or, 
‘Don’t let him—Mrs. Bovril.’ 

“Bovril slogans can be didactic 
(‘Bovril puts beef into you’), apposi- 
tive (‘The world-famous beef-tea’), 
enticing (‘Bovril tickles the palate’), 
or purely comic (‘Take Bovril and 
keep up to Pa,’ with a picture of a 
small boy standing on a bottle of 
Bovril). 

“Competing beef extracts—like Oxo, 
which comes in cubes, Lemco, in 
crocks, or Beefex—have never endan- 
gered Bovril’s prestige. 

“William S. Scull Co., the newly 
appointed sales agent for the U. S., 
recently celebrated their 100th anni- 
versary in the wholesale coffee and 
tea business and were doubtless 
aware that many food experts believe 
there is big opportunity for some 
branded hot-drink (other than coffee) 
to rival the success of the many 
famed cold drinks in the U. S.” 


Issues Broadside 
Against Prohibition 


Roger W. Allen, publisher of The 
American Hatter and other New 
York papers, has issued an open let- 
ter to the President of the United 
States and other Government offi- 
cials, directing attention to anti- 
prohibition resolutions adopted by 
organizations in his field. 


Bank Picks Bates 


The Provident Loan Society of 
New York has appointed Charles 
Austin Bates, Inc., New York. News- 
papers and direct mail will be used. 


Conaway on Club Board 

Larry Conaway has been appointed 
a director of the Advertising Club of 
Seattle. He succeeds Art Gerbel, 
transferred. 


Ivel Enters Chicago 
Ivel Displays, Inc., New York, has 
opened a Chicago branch in charge 
of Alfred T. Savino. 


Representatives Merge 

Ford-Parson-Stecher and Bryant, 
Griffith & Brunson have merged un- 
der the latter’s name. Mortimer D. 
Bryant and Harry C. Griffith will 
remain in New York and George W. 
Brunson and Fred F. Parsons con- 
tinue in Chicago. 


Veteran Editor Dead 


Jacob L. Bunnell, 76, editor of the 
New Jersey Herald, Newton, N. J., 
died last week. He was a delegate 
to the Democratic National Conven- 
tion in 1900. 


Broderick with Paper 


P. A. Broderick, agency space 
buyer, has become Eastern manager 
for Retail Furniture Selling, Chicago, 
opening offices at 205 E. 42nd St., 


New Course to 
Cover Foreign 
Advertising 


New York, Feb. 4.—A course in 
foreign advertising, believed to be 
the first of its kind in the United 
States, will be offered this semester 
at the New York University School 
of Commerce, Accounts and Finance, 
it has been announced by Prof. Hugh 
E. Agnew, chairman of the depart- 
ment of marketing. 


Minor in Charge 


Henry Minor, Jr., head of the J. 
Walter Thompson Company’s foreign 
advertising division, will be in 


charge. He will have other foreign 
experts deliver special lectures. 


Some of Topics 


Among the lecture topics are con- 
ceptions of advertising abroad; the 
advertiser’s problems; methods of 
handling advertising; evaluation of 
forms of advertising; promotional 
activities; the agency and its serv- 
ices; other activities of the agency; 
how the export agency differs; pub- 
lishers, representatives, concession- 
aires, monopolies; and special adver- 
tising conditions prevailing in the 
Orient, Latin America, and the island 
territories. 

Registration for the course, en- 
titled “Advertising in Other Coun- 
tries” and given Monday evenings 
at 6 o’clock, continues until Feb. 8. 


Young Leaves Agency 

Gordon C. Young has resigned from 
the New York office of Critchfield & 
Co., going to Life Savers, Inc., Port 
Chester, N. Y. The agency could not 
confirm a rumor that Francis J. 
Kaus has resigned as New York man- 
ager. 


Introduce “Canec”’ 


Hawaiian Cane Products, Ltd., 
San Francisco, will introduce Canec, 
for insulation, through N. W. Ayer 
& Son. Newspapers and trade pa- 
pers will be used. 


Sammons Meets Death 


Sylvester W. Sammons, publisher 
of the Morristown (Ind.) Sun, fell 
from the Indiana Soldiers’ and Sail- 
ors’ Monument, Indianapolis, Feb. 2, 
dying instantly. 


New York. 


Don't overlook 
this fact - - 


ANNI 


Hospitat 


Mianace. 


MENT gives advertis- 


ers more paid hospital 


circulation per dollar of 


space cost than any other 


publication under the sun. 


HOSPITAL MANAGEMENT 


The practical journal of administration 


537 SOUTH DEARBORN STREET, CHICAGO 
The only hospital journal member both A. B. C. and A. B. P. 


GRAYBAR BUILDING, NEW YORK 
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Chemist Opens 
Unlimited New 
Opportunities 


Chicago, Feb. 2.—“Almost unlimited 
opportunities for marketing effort are 
being opened up by the activities of 
the industrial chemist,” said L. S. 
Wescoat, vice-president in charge of 
marketing for the Pure Oil Company, 
Chicago, in a talk before the Dotted 
Line Club at the Medinah Athletic 
Club last night. 


“Our chemists have developed 
nearly 1,000 products from crude 
petroleum, including soap, perfume 
and alcohol. It is just a question of 
choosing the products most adapted 
to the needs of the market at a given 
time.” 


Public Is Exacting 


Mr. Wescoat said the buying public 
today is critical, and the manufac- 
turer must provide the product it 
wants, at the price and in the package 
it prefers. Lower prices are neces- 
sary, and it is up to production to 
find a way to meet the demand. 

He paid a high tribute to the auto- 
mobile industry for its ability to pro- 
duce outstanding values for 1932 con- 
sumption, declaring it is offering the 
greatest dollar value in its history. 

“Regardless of depression,” he said, 
“we have an 80-billion dollar market 
to shoot at in this country, and that’s 
a lot of money in any language.” 


Sell Iowa with 


color 


in the 


DES MOINES 
REGISTER AND TRIBUNE 


SURE Bal" alng ‘nent cts 


Le aa 
a. y oF By- unday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 


ARROW ADOPTS 
MORE VIGOROUS 
PLAN OF ACTION 


(Continued from Page 1) 


veered to humorous and other direct 
appeals. 

During the first two months of 
this year, the Arrow Collar man is 
making a feeble last stand in the 
Saturday Evening Post, with most 
of his rugged four-color glory still 
about him. But even this stronghold 
is being invaded in March, when new 
personalities will replace the demi- 
god. 
Arrow advertising of the new style 
has made its bow to the reading 
public in New York theater programs 
and will shortly be seen nationally 
in other mediums. In the comics 
of the country’s 40 leading colleges 
and universities, undergraduate read- 
ers will see the old Arrow Collar 
man on one side and his modern 
cousin on the other, while being re- 
minded that “now, as then, Arrow 
sets the style.” 


The good American housewife will 
have the questions of her husband’s 
shirts put up to her directly in Good 
Housekeeping. In April she will be 
presented with “The Intelligent 
Woman’s Guide to Shirt Buying,” fol- 
lowed by fact-giving advertisements 
the following three months. 


Reaching the Wearers 


And the man himself, most di- 
rectly concerned with shirts and the 
“Sanforized Shrunk” appeal of Ar- 
row manufacturers, will be the tar- 
get of two campaigns. The Ameri- 
can Golfer will tell him the moral in 
brief, digestible manner. He will 
see himself finishing a round of golf 
and envying the friend who has 
found an Oxford broadcloth shirt 
which doesn’t shrink in the laundry. 

For other males who don’t happen 
to be playing golf, another campaign 
will portray, with light touch, the 


10 Minutes a Week 


If life is a constant race against dead- 
lines, that’s all you need spend to keep in 
touch with major developments in the adver- 


tising field. You can 


Advertising Age in that time. 


Advertising Age is edited for advertis- 
ing men to whom time is important. 


$1 a Year . 


ADVERTISING AGE, 
537 S. Dearborn St., 
Chicago. 

You may enter my subscription for one year. 
$1 (check, currency, or money order). 


No opinions, no frills, no oratory. 
| facts, simply and briefly told. 


USE THE COUPON 


skim the headlines in 


Just 


. 52 Issues 


I enclose 


ARROW'S CONCEPTION OF SHIRT PROBLEM 


What age 


will sbricd 15% ? 


vicissitudes and embarrassing situa- 
tions attached to shirt shrinkage. 
The list for this more inclusive 
campaign is made up of The New 


Yorker, American Magazine, Ool- 
lier’s, Cosmopolitan, Liberty, and 
Time. 


A car card campaign will complete 
the list for the first half year’s ad- 
vertising. 

One of the chief concerns of Young 
& Rubicam, handling the campaigns, 
was the spirit of the illustrations, 
which dominate the advertising. 
After considering the problem, Ar- 
thur Palmer, New York free lance 
artist, submitted some roughs which 
so completely met the situation that 
he was not allowed to finish them, 
but only to touch them up in spots. 


Cooperative Copy 
Builds House Sales 


A cooperative campaign supported 
by 57 Des Moines, Ia., building sup- 
ply dealers, furnishings companies 
and realtors, has increased home 
building, buying and remodeling. 
Home building permits for the last 
six months of 1931 showed a sub- 
stantial increase over 1930. 

Continuing under the agency di- 
rection of Fairall & Co., the cam- 
paign has been extended through the 
spring of 1932. 


Drys Drop Plan for 


New York Newspaper 
Plans of Stanley High and asso- 
ciates to found a dry daily in New 
York have been abandoned because 
of business conditions. 

No arrangements are being made 
to continue later, although interest 
was indicated by 60,000 advance sub- 
scriptions and capital pledges ap- 
proximating $3,000,000. 


Protest Radio Quota 


The United States has lodged a 
protest with France against the quota 
system established on radio imports. 
The American quota is already ex- 
hausted until April 1. 

In the first ten months of 1931, 
American exports of radio and acces- 
sories to France gained 290 per cent. 


Take Crystal Gelatine 


Dorrance, Sullivan & Co., Boston, 
have been appointed by the Eastman 
Gelatine Corp., Peabody, Mass. Daily 
and weekly newspapers will adver- 
P. Crystal gelatine in New Eng- 
land. 


Drug Item to Comer 


Russell C. Comer Advertising Co., 
Kansas City, has been appointed by 
the Heck-Conard Co., Heck Deodo- 
rant. General and business maga- 
zines and radio will be used. 


Students Get 
Consumer Views. 
of Advertising 


Toledo, O., Feb. 4.—Interviewing 
321 Toledo men and women on their 
opinions of retail advertising, the 
University of Toledo marketing and 
statistical classes found frequent dis- 
approval of sales and comparative 
prices, and a strong preference for 
both conservative and witty copy. 

The vote against comparative price 
advertising was 5 to 1. 

More than one-third of those inter- 
viewed disapproved of sales. They 
were particularly critical of fire sales, 
bankrupt and going-out-of-business 
events which were described as “the 
bunk.” 

Cut rate and “two for the price of 
one” sales were described as “Not al- 
ways true. Usually pay for it. Not 
getting full value.” 

Where price is the main appeal, 
many said it takes the mind away 
from the article’s other features and 
causes them to lose confidence. 
Among those who disapproved of all 
forms of comparative prices, a large 
proportion qualified by stating that 
their belief depended on the reliabil- 
ity of the store, and that they be- 
lieved what was claimed only if they 
already knew the original price or 
value. Suspicion if the reduction 
seems too large is raised in the minds 
of 14, while 9 said comparative prices 
awakened their interest. 


Outdoor Bureau 


Re-elects Officers 


Henry T. Ewald was re-elected 
chairman of the board of the Na- 
tional Outdoor Advertising Bureau 
at the stockholders’ meeting in New 
York last week. Other officers car- 
ried over are: 

George C. Sherman, president; F 
T. Hopkins, vice-president and gen- 
eral manager; H. F. Gilhofer, vice- 
president and western manager; 
Fred J. Ross, treasurer, and R. P. 
Clayberger, secretary. 

H. S. Gardner, president of the 
Gardner Advertising Co., replaces 
George Harrison Phelps, president 
of Dorland International, on the op- 
erating committee, this being the 
only change in committee personnel. 


“Ballyhoo” Wins Suit 

Ballyhoo, New York, doesn’t have 
to sell through the United Cigar 
Stores Company unless it wants to, 
Sl York County Supreme Court 


LINIT SLIP-UP 
CAUSES PROTEST 
FROM JEWELERS 


New York, Feb. 4.—Departure of a 
radio performer from the approved 
script, with a resulting statement 
regarded as inimical to interests of 
the jewelry trade, caused the indus- 
try to lodge protests with the Corn 
Products Refining Company, New 
York, and the Columbia Broadcast- 
ing System. 

The latter, however, ran a correc- 
tion before the protest, made through 
Jewelers’ Circular, reached it. 

The program was that of Linit, 
with Miss Santry interviewing Mrs. 
Menken, household economist. In 
order to inject interest into the talk, 
Miss Santry diverted from the script 
and asked a leading question to 
which Mrs. Menken responded by 
discussing a recent robbery and ad- 
vising listeners not to buy jewelry 
until better police protection is avail- 
able. 

Columbia made the following state- 
ment on the air the following morn- 
ing: 

“It was not the intention of Mrs. 
Menken to convey any idea that jew- 
els are not of great importance in 
the life of a woman of culture, for 
there are few who appreciate and 
pride their jewel possessions as she 
does.” 

John Drake, secretary of the Na- 
tional Jewelers Publicity Association, 
said he would consider the incident 
closed. 


BROOKLYN DAILY 
IN NEW HANDS 


NEW YORK, Feb. 5.—As a result 
of the sale of the Brooklyn (N. Y.) 
Daily Eagle, by the Gannett Com- 
pany, Inc., announced Monday, it is 
now controlled by members of the 
newspaper’s staff. 

M. Preston Goodfellow, formerly 
publisher, has been elected president 
of the Eagle. Harris M. Crist, who 
was managing editor, has become 
vice-president. John Dean will con- 
tinue as advertising manager. 

Other officers elected were Ray- 
mond M. Gunnison, who succeeds his 
father, Herbert F. Gunnison, as 
chairman of the board of trustees; 
Miss E. A. Dockery, treasurer, and 
William W. Oliver, assistant treas- 
urer. The board of trustees will in- 
clude Mr. Goodfellow, Mr. Crist, Ray- 
mond M. Gunnison, Foster Gunnison, 
H. E. Madden, and Charles F. Noyes. 

Mr. Goodfellow announced there 
will be no change of personnel. 


Three Agencies Guests 


of Newspaper Men 

The third of its series of joint 
meetings will be held at Medinah 
Athletic Club Feb. 16 by the News- 
paper Representatives Assn. of Chi- 
cago. 

Batten, Barton, Durstine & Osborn, 
Ine., McCann-Erickson, Inc., and 
Stack-Goble Advertising Agency will 
be guests. 


Bar Bill Banning 
Dental Advertising 


The New Jersey Legislature has 


_| refused to introduce a bill suggested 


by the Northern New Jersey Dental 
Society to prohibit dentists from ad- 
vertising. 

The unofficial opinion of the house 
was that dentists should decide such 
matters themselves. 


Earns Good Dividend 


Standard Brands, Inc., New York, 
made a net profit of $15,542,319 in 
1931, compared with $16,402,253 in 
1930. 


Close Chicago Office 
Austin F. Bement, Inc., has closed 
its Chicago branch and will handle 

Chicago accounts from Detroit. 
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Coming 
Conventions 


Feb. 9. Special meeting Associated 
Business Papers, Inc., in New York. 

Feb. 11-12. Annual meeting Out- 
door Advertising Association of Wis- 
consin in Milwaukee. 

Feb. 16-17. Annual meeting Inland 
Daily Press Association in Chicago. 

April 11-15. Manufacturers Mer- 
chandise Advertising Association in 
Chicago. 

April 14-15. Fifteenth annual meet- 
ing American Association of Adver- 
tising Agencies in Washington, D. C. 

April 27-29. Annual meeting Amer- 
ican Newspaper Publishers’ Associa- 
tion in New York. 

May 4-6. Annual convention Na- 
tional Foreign Trade Association in 
Hawaii. 

May 4-9. Advertising Achievement 
Week on Pacific Coast. 

May 13-14. Annual meeting of Ad- 
vertising Affiliation in Cleveland. 

May 16-18. Annual meeting Na- 
tional Industrial Advertisers’ Associa- 
tion in Cleveland. 


Hampton, Versatile 
Genius, Passes On 


Benjamin B. Hampton, 56, who 
gained fame as advertising and sales 
director of the American Tobacco 
and Singer Sewing Machine com- 
panies, died in New York Jan. 31. 
His smoking tobacco copy created in- 
tense interest 20 years ago. 

He became president of the Gen- 
eral Film Co. in 1916, and is widely 
known as the author of “History of 
the Movies.” 


Applies Dual Rate 
to Classified Copy 


The Chicago Herald & Examiner 
will inaugurate a national classified 
rate Feb. 7, to apply to all classified 
advertisements with out of town 
address. 


Three Name Hurd 


The Hurd Advertising Agency, 
Bridgeport, Conn., has been ap- 
pointed by Nichols Mfg. Co., Bridge- 
port, lingerie; Lee Laboratories, New 
York, medicines; and Cephas B. Rog- 
ers, Inc., Danbury, lighting fixtures. 


Cuts Quantity Rate 


Arts & Decoration, New York, has 
reduced the rate on color third and 
fourth covers from $70 to $140 a 
page, depending on the number of 
pages used within a year. 


Is Quaker State Agent 


Carroll Dean Murphy, Inc., Chicago, 
has been appointed by Quaker State 
Oil Refining Co., Oil City, Pa. The 
New York office will service the ac- 
count. 


Cheny Adds Retailing 


Cheny Brothers, Manchester, Conn., 
silk manufacturers, have opened a 
retail store in Bridgeport to sell rem- 
nants and imperfect goods. 


“Aromatics” Is Merged 

International Publications, New 
York, will merge Aromatics with 
American Druggist, with the Febru- 
ary issue. 


Start Knoxville Paper 

The Knoxville (Tenn.) Times be- 
gan publication Jan. 29 with 32 
pages. J. A. Dunn, for 42 years with 
the Knoxville Journal, is editor. 


Announce Combination 

The Poughkeepsie (N. Y.) Eagle 
News and Star ¢& Enterprise have 
announced a combination rate of nine 
cents flat, effective Feb. 1. 


Burns in New Field 


Thomas F. Burns has resigned as 
local advertising manager of the 
New York World to join the Travel- 
ers Insurance Co. 


Lucas Earns Office 


Gilbert Lucas has been elected 
vice-president of the New York The- 
atre Program Corp. 


ITALIAN ART IN AMERICAN COPY 


MOOUAL 


NEW ORLEANS 


ILLINOIS CENTRAL GAc foad 


This Illinois Central Mardi Gras poster came all the way from the 


—_-_o 


ae 


Lenci studios, at Torino, Italy, with a stop-over at the Frances Hooper 
Agency, Chicago 


Against Emphasizing 
Cheap Merchandise 


New York, Feb. 4—Danger of 
overemphasis on cheap merchandise 
was stressed by several speakers as 
the National Retail Dry Goods Asso- 
ciation held its 21st annual conven- 
tion here this week. 

The association also considered 
standards of advertising practice, 
which will be acted on by the board 
of directors. 


Karl F. Egge, director of publicity 
for Bloomingdale’s, New York, dis- 
cussed mediums, saying present con- 
ditions make it necessary to con- 
centrate in newspapers, eliminating 
“lovely but costly” direct mail 
pieces. 

“We would like to try radio, but 
believe department stores cannot af- 


ford enough money to compete with 
chain programs,” he said. 

He urged his audience to keep ap- 
propriations liquid to capitalize on 
timeliness. 

Neil Petree, president, James Mc- 
Creery & Co., New York, led the 
attack on cheap goods and prices. 

“In planning for spring, we should 
be sure not to add too many lower 
prices,” he said. “Where we still 
consider it sound to stock less ex- 
pensive merchandise than we nor- 
mally carry, we should be cautious 
in the amount of emphasis we place 
upon it.” 

Ernest C. Hastings, president, Dry 
Goods Economist, said the country is 
on the threshold of the greatest era 
of expansion the world has ever seen. 


OFFER SOMETHING NEW IN LAYOUTS 


eo 
Foe aha) No elbow 
“My baby for me!” 


loves ' 
dirt. 4d? 


Word 


| New Chipso soaks | 


But I've found 


i ..} out dirt gives rain- 

| safe, speedy | 
i : water safety for Silks | 
, help in the i 
: ‘ Ive the B cr 

i New Chipso Foe the FAMILY Wash? 

STRONG ew 
4 . Oh. dels the DEAREST: CRAY. ein 


+ tor 
\ PARRREGREATY ROMPERS | | APRCRPST. 61. ER, 
| Te the pad cowry day? 
a *. * es 
| Ret OCHISO ands 
feak the dirt out 
QUICK aetigbining . 


; 
i 
| hed DAR TEST baby t 
4 


* 
Tray BECATSE CHINO 
Giwew muck « BEG, RICE 


i : ¥O RUBDING 

1 Vee thev'e GENTLR 10 spew of 
Av RAINWATRE to j ‘Thowe CUURRU dude 

AE be PINE THINGS. MOAR ehirt 

+ 


fre in a JIE PY.. 


* * ® } 
need Chee for YEARS 
) BHELATELY t's f 
WYN DEREUL 
Sach HIG. SOAPY SUDSt 


* 
WHY <P newer RIB 
. Baby's CLOTHES ang 
é MORE 
Cet, dees 
» COMORES keep FRESH... 
WOOLENS stay #OFT,.. 


This three-paneled layout of the Procter & Gamble rey has 
pobnan 


attracted considerable attention. 


— = > 7 a 


| . Yes, rma 


Grandma!” 


But I'm fussy 


asa girl 
about my hands! 


Ar YOUR HANDS like 
MINE..ontully SENSITIVE. — 
Te STRONG SOAPS? 


After I've waited THSHER © | 
ty NEW CHIPSO speed STDS 
My HANDS bet we NICKS. | 
Ad fookwe RMQOTE 
* . . 
Aad here BUMETHING — af 
ae = 


It was devised by the 


Company. 


Brown Dealers - 
Urged to Study 


Lore of Scouts 


St. Louis, Mo., Feb. 4—The Brown 
Shoe Company, which recently be- 
came one of the two official manufac- 
turers of Boy Scout and Girl Scout 
shoes in this country, is telling its 
dealers that handling the shoes is not 
enough. 

If the dealer wants to capitalize on 
his new line to the fullest extent, he 
will have to become an expert in 
Scout lore, so that he can converse 
with Scouts without earning their 
just contempt. 

Dealers in towns where there is no 
Scout organization are urged to start 
one. 

The company will establish an 
award system for Scouts who bring 
members of their families or others 
to Brown stores. Lanterns, flash- 
lights, the Scout knife, the hunter 
knife and a sleeveless jacket for out- 
ing wear are among the gifts. 


Ewald Opens Office 


William R. Ewald, recently made 
manager of the Detroit office of Lor- 
enzen & Thompson, newspaper rep- 
resentatives, has opened offices in the 
General Motors Building. 


Clark’s New Interests 


Ray W. Clark, formerly western 
manager of Liberty, has joined the 
advertising department of Colgate- 
Palmolive-Peet, Chicago, in a special 
capacity. 


Taylor Adds to String 


Richard C. Taylor, Philadelphia, 
has been appointed by the Fisher 
Pub. Co., Toronto, to represent its 
class and industrial papers in several 
Eastern States. 


J. L. Bray Is Advanced 


James L. Bray has been appointed 
director of the publishing department 
of the United States Daily, Washing- 
ton, D. C. He succeeds the late John 
E. Rice. 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


ARTIST 
AVAILABLE 


Visuals, original layouts, lettering, 
A-1 pen and ink. Capable of finishing 
own layouts or specialize on staff. 
Know reproduction. Reasonable sal- 
ary—present business conditions 


considered. Box 122, ADVERTISING 
AcE, Chicago. 
COPY-FITTING 


THE “30” TYPOGRAPH is the sim- 
plest copy-fitting chart ever devised. 
Tells you instantly how much copy 
to write, or what size to set to filla 
given space. Covers 49 faces, from 
6 to 36 point. Fits in the corner of 
your desk blotter. $1.00 per copy. 
A. L. WARINGTON, 1959 E. Jeffer- 
son, Detroit, Mich. 


Harold Eves Joins 
General Outdoor 


Harold L. Eves has joined Gen- 
eral Outdoor Advertising Co., Chi- 
cago, as director of industry rela- 
tions. 

For several years he directed sales 
promotion of the Outdoor Advertis- 
ing Association of America and edi- 
ted its magazines. 


Takes New Haven Clocks 


United Advertising Agency, New 
York, has been appointed by the New 
Haven (Conn.) Clock Co., Tip-Top 
=e and Westinghouse electric 
clocks. 


Polls Dry Sentiment 
The Literary Digest, New York, 
will shortly mail 20,000,000 post card 
ballots on repeal of the 18th Amend- 
ment. 
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A New Way 


to select type combinations 


Goodbye to costly revisions . . . to ten-pound type books 
+... to guesswork in selecting modern, forcible type 
combinations ... to heartaches because that advertise- 
ment, folder, booklet didn’t turn out typographically the 


ADVERTISING TYPE COMBINATIONS by Arthur C, 
Arnold and Robert H. Powers brings you the first reliable, 
practical and approved way of selecting type combina- 
tions. It shows and describes 57 readily available type 
faces and 285 type combinations. A die-cut card fur- 
‘nished with the book permits you to inspect each com- 


Not just another book for the shelf, but a handbook for 
the shop, office and studio of the man whose business it 
is to create striking, readable and modern type effects. 


Send a $3.00 Check for a Copy Today! 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


SOUTHWARD HO TWO STRIKING PHOTOGRAPHS IN EXHIBIT OF DETROIT ADCRAFTERS 


J. G. Taylor Spink, publisher of 

Sporting Goods Dealer, St. Louis, 

is enjoying a few weeks in the West 

Indies. The cameraman snapped 

Mr. and Mrs. Spink just before they 
sailed from New York. 


$25,000 TOY 


os Git Below) DeSoto Motor Corporation eine z : 
: er nated visitors to the Chicago —Photo by Pictorial Studios —Photo by D. D. Spellman Studio 


; : ; More than one-half of all magazine advertisement illustrated with photographs, John Milligan, Photographers 
Aut bile Sh th k with g ea ents are now Pp grapns, gan, grapne 
cin teatery a iieine. ew = International Association of America, told the Adcraft Club at the Exhibition of Commercial and Industrial Advertising 
at full blast. (Story on Page 1). Photography last week. Their use doubled between 1925 and 1930 


GETTING "INSIDE STORY" OF CHICKEN 


BLUE SKY GIRL 


X-ray department maintained at Larro Research Farm by the Larrowe Milling 

Co., Detroit, chicken feeds. The resulting pictures, proving the value of the 

product, are running in one of the most resultful direct mail campaigns of the 
year to chicken breeders. F. W. Thomas is advertising manager. 


THIS IS AWARD FOR BEST PACKAGE 


Mrs. Edna Hill Mason is chairman 

for the 16th annual "Blue Skies" 

dinner dance of the Philadelphia 

Club of Stes Women, 
. 19. 


This silver cigar box will be presented for the best package shown in 
the clinic of the American Management Association in Chicago 
March 7-12. Any package, designed any time, is eligible. 


(Story on Page 7) 
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